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PENALIZED BY popularity 


Some of our customers have been penalized by the 
popularity of the new Bootmaker line—and so have 
we. Frankly, it hasn’t been possible to make these 
shoes fast enough. 

We expected. an enthusiastic reception for Boot - 
makers—but the actual demand has run far ahead 
of anything we anticipated. When the shoe mer- 
chants of America saw these finer fine shoes, the 
orders came piling in and deliveries fell behind. 
We couldn’t help it at first—but we’re catching 
up! We are increasing Bootmaker production. 


. 
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The CHANCELLOR 


A Portrait from the New 
Bootmaker Catalogue 


If the Freeman representative 
hasn’t got around to tell you 
about Bootmakers, send for your 
copy of the Bootmaker catalogue. 
It will show you why alert 
shoe merchants everywhere are 
enthusiastically taking on this 
new line. 





These shoes are made by a picked group of skilled 
craftsmen that can’t be doubled overnight—and it 
takes a month to make a pair of Bootmakers—but 
we are going full-speed-ahead, expanding facilities 
to insure our ability to take care of orders. 
Meanwhile we have been developing new lasts and 
styles and perfecting promotional plans that match 
the quality of the shoes. For1938, Bootmakers will 
be America’s “standout” line of men’s fine shoes. 
Investigate this great merchandising opportunity 
now. Write today for full particulars. 


ME MOST STYLES TO RETAIL AT $8.75 
FREEMAN 


FOR GENTLEMEN’S WEAR 








SHOE CORPORATION ° BELOIT, WIS. 
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VOICE of the TRADE 


$6 BUY shoes to sell shoes, and 
I sell shoes to buy shoes.” 
Yankee proverb. 


* * * 


A. GROSSMAN, president of Mer- 

chandising Arts, Inc., says: 
“Retailers of shoes are said to 

spend more for window display 





than any group of retailers but, 
according to the critics of the meth- 
ods of shoe retailers, they are too 
conservative. Comparison with the 
window and other forms of display 
by other kinds of retailers shows, 
according to observers, that shoe 
retailers are backward, disinclined 
to adopt modern ideas and modern 
materials. 

“One of the reasons given for 
what was said to be the lagging of 
shoe retailers insofar as window 
and other displays are concerned 
was the year-in, year-out sameness 
of shoe pattern or shape thus re- 
stricting the vision or imagination 
of the window trimmer. But when 
the modern way, the modern design, 
the modern materials are used there 
is virtually no limit to the detail 
and to the cumulative beauty of 
display.” 





MAAURINE EASTUS ROE, in the 
Abilene Reporter, Abilene, Texas, 
says: 

“Local footwear department 
salesmen sprout grey hairs in quest 
for women’s shoes, size 514 on the 
inside and 4 on the outside. Right 
here in Abilene, there have been 
customers (feminine) who have 
tried on as many as 23 pairs of 
shoes at one sitting and bought 
none. 

“This party business keeps the 
shoe man on his guard. Sometimes, 
he probably hopes, there will be a 
general rule like there is on evening 
shoes—‘no approvals.’ It’s awfully 
discouraging to have your most chic 
pair of evening sandals go out on 
approval in the afternoon and come 
back the next morning looking 


QUICK- SEE IF SHE'S 
A 








slightly—or more than slightly 
worn. Yet it happens, and the cus- 
tomer explains she only tried them 
on on the rug. 

“And there is gritting of teeth 
to have a fine pair of dress shoes 
go out on approval one day, read 
the next day on the society page of 
the newspaper where Mrs. So-and- 
So, the customer, has entertained 
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with a bridge party in her home, 
and the third day get the shoes 
back. All the time, the clerk in the 
back of his head was wondering 
what she wanted with that shoe; 
she usually stuck to plain models. 
He found out at the expense of a 
pair of shoes.” 








THE Federal Trade Commission 
submitted to Congress on Novem- 
ber 8 a supplementary report on its 
agricultural inquiry. It tried to 
compare farm products with manu- 
facturing products—a difficult and 
dangerous thing to do—for there 
certainly is little relationship be- 
tween farm products—‘“fresh fruits, 
vegetables and grapes” and their 
marketing—with the efficiency and 
directness of shoe manufacturing 
and distribution. The intent was 
to show how poorly off the farm 
producer was in ratio to the ef- 
ficiency and success of an outstand- 
ing shoe concern. Far better if 
the agricultural inquiry had taken 
the averages rather than the excep- 
tions to the rule. 

But there were two interesting 
points in the lengthy report: 

“Gross income to farmers from 








livestock production, declined to a 
greater extent during the years 1929 
to 1934, inclusive, than did the sales 
income of International Shoe Com- 
pany, or of the group of 12 shoe 
manufacturers, or of the group of 
13. companies, International _in- 
cluded. During this period, the 
income of the farmers and of the 3 
company groups was lowest in 1932, 
when the income of the farmers 
dropped to 39.6 per cent of their 
1929 level. The decline in sales in- 
come of International in that year 
was 49.6 per cent of its 1929 net 
sales; the sales income of the group 
of 12 companies declined to 57.9 
per cent of their combined net sales 
for 1929; and the sales income of 
all 13 companies declined to 54.8 
per cent of their 1929 net sales. 
These percentages of decline were 
60.4 per cent for the farmers, 50.4 
per cent for International, 42.1 per 
cent for the group of 12 companies, 
and 45.2 per cent for the group of 
13 companies. 

“The influence of International 
Shoe Company on control of live- 
stock products is significant in that 
this company accounted in 1935 
for purchases of hides equivalent 
to 11.7 per cent of the total United 
States production of 534,997,000 
pounds, and for purchases of 
leather equivalent to 8.9 per cent 
of the total United States produc- 
tion of 1,375,940,000 pounds. The 
sales of leather boots, shoes and 
slippers reported by International 
for 1935 were equivalent to 12.8 
per cent of the total United States 
production of 348,892,000 pairs.” 





THE screen’s wholesale swing to 
color promises to cost Adolphe 
Menjou a cool $25,000, possibly 
more, for apparel. He says: 
“Color films will have a tremen- 
dous influence on male clothing 
and shoe styles. They will do more 
than anything else ever has to 
emancipate man from drab, somber 
hues. When discriminating dress- 
ers see colored clothes on the screen 


~~ 





IN 1635 
ME THINKS 
THEE 
SHOULD 
STRKE FOR 
al 


—Three hundred years ago Capt. 
John Endicott came over to 
Salem, Mass., and as Governor, 

resided over the General Court. 

—Which in those days was made up 
of representatives of the several 
settlements. 

—Amongst the first laws to be en- 
acted was that dealing with the 
regulation of wages. uote: 

"It is ordered that no master car- 
penter, mason, joiner or bricklayer shall 
take above 16 pence per day for their 
work, if they have meat and drink; and 
the second sort not above !2 pence 
a day, under penalty of 12 shillings fine 
to both giver and receiver. 

"Laborers shall not take above 12 
pence a day for their work if they pro- 
vide their own meat and drink, and not 
above four pence if meat and drink is 
found for them, under penalty of 10 
shillings fine to both giver and receiver.” 

—So, even at that early period in 
our history we find that relation- 
ship of employer and laborer was 
subject to discussion and regula- 
tions. 

—And although these early laws 
fixed a maximum wage, instead of 
a minimum wage, the economic 
significance was much the same 
as today. 

—Only the intent three hundred 
years ago was apparently an at- 
tempt to check an abnormal rise 
in wages. 

— "There's nothing new under the 
sun.” 


p ee se ae 


President 








they will be jarred out of their 
hidebound conservatism. They’ll 
realize that colors can be worn in 
perfect taste and they'll see how 
attractive they can be. Result, the 


birth of color-consciousness.” 
* * * 


SHOE Advertising Specialist Sam- 
uel G. Krivit has proven that a pro- 
fessional touch to advertising is 
both needed and wanted. Two ad- 


ditional accounts come to his 
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agency this week—C. P. Ford & 
Co., Inc., of Rochester—who, for 
the first time in sixty-five years of 
business, launch an advertising cam- 
paign; and the second account is 
that of Andrew Geller of Brooklyn, 
with the line of “Exquisite Foot- 
wear.” 

So, Sam Krivit has on his Honor 
Roll fourteen accounts in shoes and 
leather in less than six months of 
operation of his organization. 


THE Shoe Manufacturers Board of 
Trade of Haverhill, Mass., has 
asked shoe workers for new price 
lists for making shoes to retail at 
$2.00 and $3.00 a pair. 

Several factories are closed, man- 
ufacturers saying they cannot get 
out shoes at’ prices buyers offer. 
Small towns in northern New Eng- 
land have made wage cuts of from 
74% to 10 per cent, and there’s 
some report that Haverhill firms 
may move to towns. 


* * *& 


©*WV HEN we put out a new shoe, 
we always put in extra value. The 
new or novel features will sell the 
shoe in the first place, while the 
extra value will satisfy the cus- 
tomer long after the new appeal has 
worn off.” So said A. B. Young of 
Los Angeles, who has one of the 
largest men’s shoe stores in the 
country. 

“Men are always interested in 
new things. It is new ideas that 
keep the men’s shoe business alive. 


ABSOLUTELY NEW 
GIMME 
ie ig 


This store has always been known 
as a light-weight shoe house. I 
really think we sell more real light- 
weight shoes all the year than any 
other store that I have come in con- 
tact with; yet we have introduced 
a 24-iron tap sole oxford with 
grain leather uppers, that is a sell- 
out. They tell me that this is the 
only store on the Pacific Coast 
selling such a heavy soled shoe— 
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and we in the warm, temperate 
climate of Southern California! 
“Another new shoe we have 
brought out with considerable suc- 
cess is named “The King Himself.’ 
This last is a typical British wood, 
a decided square drop-toe last. Only 
blucher patterns were used. It is 
developed in a dozen different 
styles in grains and calf leathers. 
The Meerschaum shade is quite the 
best seller. Some of these shoes 
carry a full bellows tongue, some 
have a stitched wing tip, others a 
straight stitched tip; some plain 
and some heavily punched. All 
have solid leather heels. This shoe 
is one of the high lights in local 
men’s shoe selling. It only goes to 
show that men are ever open to 
new shoe ideas, if they are pro- 
moted in the right manner.” 





LITTLE JACK HORNER 


Little Jack Horner sat in the corner 

A-nursing a blistered heel, 

But his mother, grim, threw scowls at him 

Suspecting a crooked deal! 

“Just playing sick, the little hick, 

A plot that dates back to Cain. 

He gets from me no sympathy, 

I’m wise to his framed-up pain!” 

So poor Jack bawled, and squawked and 
squalled, 

Till the rafters shook and quailed, 

But that poor-fit shoe, that provoked the 
hue, 

And all that such shoe entailed, 

Brought out no cheer from his mama 


dear, 
For to ma all shoes were shoes; 
So she baked at her pies with hardened 
eyes, 
And fussed with her soups and stews! 
J. Eow. Turrt. 


* * * 


THE National Shoe Retailers As- 
sociation, represented by L. E. 
Langston and Herbert Rich and the 
National Council of Shoe Retailers, 
represented by William Girdner. 
joined with eight other national 
retail trade associations in the fol- 
lowing resolutions to be presented 
to Congress: 

“If, in the wisdom of Congress, 
repeal of the undistributed profits 





tax is deemed inexpedient at this 
time, we recommend that the un- 
distributed profits tax be amended 
at the next session of Congress to 
eliminate some of the iniquities, as 
follows: 


“(1) That amendment be made to ex- 
empt from the imposition of this tax 
net income to the extent required to 
replenish business losses of prior years. 

(2) That provision be made that no 
corporation be penalized for failure to 
distribute profits, the distribution of 
which would violate State laws or the 
charter or by-laws of a corporation 
which were operating prior to the en- 
actment of the Undistributed Profits 


Ww. 

“(3) That provision be made for 
liberalization as well as clarification of 
the present provisions of the law which 
exempt from tax those profits which, 
under defined conditions, are to be paid 
within the taxable year out of current 
earnings to discharge a debt or are to 
be irrevocably set aside for such pur- 


poses. 

“(4) That the provisions of the law, 
as they affect corporations whose 
profits are small, be clarified to make 
easier the application and computation 
of the specific credits to which such 
corporations are not entitled. 

“(5) That provision be made for a 
more reasonable period during which 
members of industry may determine the 
amount of profit which has actually 
been earned and the amount of profit 
which it is essential shall be retained 
and in which to distribute same, and 
to that end we recommend that any 
distribution made within ninety days 
after the close of the taxable year shall 
be considered as a distribution of the 
profits of such taxable year. 

“(6) That provision be made for re- 
tention of a portion of net undistributed 
suggest 30 per cent 
of any _ undistributed 


earnings (we 
thereof) free 
profits tax.” 
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WHLL KNIGHT of Portland, 
Oregon, Jesse Adler of New York, 
and Miss D. W. Wilkinson of Har- 
vey-Nichols, London, England—a 
trio representing a great distance in 
shoes—attended the National Fed- 
eration of Sales Executives conven- 
tion at the Hotel Roosevelt, New 
York, last week and listened to Dr. 
Lionel D. Edie, voice a six-point 
plan for improving the business out- 
look: 


“(1) Revision of the tax laws, partic- 
ularly the undistributed profits levy and 
the capital gaias tax. 

(2) Relaxation of its hostile attitude 
to the public utilities, thus releasing the 
huge buying of equipment by that in- 
dustry. 

“(3) Reconstruction of the earning 
power of railroads on a solvent basis. 

“(4) Change in the monetary policy, 
to correct the damage done in the early 
part of the year, when the Federal Re- 
serve Board slammed on the brakes too 
hard. 

“(5) Budgetary policies, adhering as 
nearly as possible under the circum- 
stances to a balanced budget and 

(6) Adoption of a more impartial 
attitude toward the labor question, so 
that possibly cuts in labor costs in the 
construction, steel and auto industry may 
be effected.” 









































"Let's give our window card writer a raise. We're selling shoes to 20% of the people who 
come in to call our attention to his misspelled words." 
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GOOD sHOES AND HOSIERV+D 





JUST SO ITS 


SUEDE 


S.-4- = with deep, nch pile... glossy as 0 
i shin to give that sleek, “luxurious 


A California Newspaper Woman 
Travels East, Visiting Shoe Stores 
en Route, and Reports How Re- 
tailers Are Solving the Problem of 
Attracting Customers, Presenting 
Merchandise to Produce More 
Sales and Developing the Customer 





10"10" 











I’M a newspaper woman, off on a trip from California 
to Ohio, visiting shoe stores in a dozen cities along 
the way. 

My assignment from Boot AND SHOE RECORDER is 
to find out this: “What new things are successful shoe 
men doing to bring more business to their stores?” 

Some of their bright ideas I'll pass on to you— 
ideas which I think might make an average young busi- 
nesswoman, like me, buy more shoes. For I am a cus- 
tomer—not a shoe expert! Until this trip began, I’d 
never even been in a shoe store except when I needed 
shoes. And I’m just beginning to learn the difference 
between a mark-up and a pullover. 

Let’s begin our cross-country journey at Santa Ana, 
Calif., 33 miles southeast of Los Angeles. “It’s a good 
shoe town,” I was told, “one of the best in the state.” 

Next day when I drove to Santa Ana, I found out 
why. In the first place, the city is in the midst of 
flourishing orange and walnut groves—the county seat 
of the “richest county per cultivated acre in the United 
States.” Also, it is near the ‘beach cities with their 
huge Summer populations. 

But more important, the leading independent shoe 
merchants are specialists. Each has groomed his store 
for a particular class of customers. Each appeals direct- 
ly to this class, in newspaper ads, window displays, and 
other promotion. He doesn’t scatter his fire. 

Consequently there’s relatively little of the unde- 


SHEIM SHOES 
Leer Than Ever 
Ct 6 ne 
with a “dash of spice” in the novel 


Contacts That Form the Foun- 
dation for a Profitable Business 


“Luxurious,” “streamlined,” charmingly 

sophisticated, with a “dash of spice” is 

the interpretation put upon the Fall and 

Winter mood by Newcombe’s, Santa Ana, 

California in its ads appealing to a 
“smart” clientele, 


ADVENTURES in 


sirable sort of competition among the leading stores. 
Instead of being enemies, they’re good friends. And 
even with Los Angeles offering strong competition only 
33 easy miles away, this town of 37,000 supports 15 
prosperous-looking shoe stores—stores so substantial 
that not one failed during the depression. 

First, we'll visit the store of Fred Newcombe, Jr., 
who carries the highest price shoes in town. It’s easy 
to see that he specializes in shoes for the smart woman 
and the up-to-date man. His store itself is very smart, 
as modern and sophisticated as a cocktail bar. It has 
soft, green leather seats with chrome arm-rests, rose 
heige carpeting, modernistic mirrors and display units. 

“IT make a strong bid for the transient trade,” New- 
combe explains. “This is a 100 per cent location, in 
the middle of the best business block in Santa Ana. 
My rent is high—in fact, about the highest price per 
front foot of any store in town. However, the store 
is narrow, 101% feet wide at the front, and 13 feet wide 
farther back, so it’s not so expensive after all. And 
my transient trade makes it worth the rent. 

“Window displays, of course, are very important to 
me. I change them at least once a week, and I use a 
bit of psychology in window trimming. One week, I'll 
put in the front of the window the highest price shoes 
I have. The next week, I’ll replace them with my next 
lowest range of prices. That’s for contrast. You know, 
if you go into a store selling $13.75 shoes, and you 
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SHOE SHOPPING 


ort, by MARY JUNE BURTON 


a 


find you can get some for $9.50 or $10—that price 
seems pretty reasonable to you.” 

His newspaper ads, which he runs once a week, are 
pointed directly at his “smart” clientele. A good ad- 
vertising artist designs them for him. Each ad is 
five inches, two columns in size, and pictures one 
attractive shoe, with brisk style notes. 

“But aren’t they pretty expensive?” I asked. 

“Not in the long run,” said Newcombe. “I pay the 
artist $4.50 for each ad—but I save on advertising 
space. My small ads are so smart and distinctive that 
they stand out in the paper, and attract more attention 
than ordinary advertisements which may be two or 
three times as large. Besides, they create a desire for a 
definite shoe. Often women come in with the ad in 
their hand, saying, ‘I want that shoe.’ ” 

I think Newcombe is right. His ads have to be 
smart because, after all, he’s competing with the smart 
Los Angeles stores. His layouts looked all the more 
intriguing to me because they appeared in a small 
town paper among some rather unimaginative ads. 

Newcombe uses psychology in more than window dis- 
plays and advertising. His modernistic display units, 
with their indirect lighting, caught my eye. They made 
his shoes look so inviting that I picked up one of the 
oxfords. 

“Are these some of your most popular models?” I 
asked. He grinned. “As a matter of fact, they’re not,” 





Fourth Street, Santa Ana, California, above—the 

best business street in a wide-awake, modern town 

which has earned the reputation of being “one of 
the best shoe towns in the state.” 


he confessed. “They’re good shoes, but for one reason 
or another they don’t sell well. So I put them on dis- 
play, and the customers often assume, as you did, that 
they must be very popular or they wouldn’t be dis- 
played. It’s a great help in keeping the stock clean.” 

He especially prides himself on his low percentage of 
returns. Only about one pair in every 200 sold comes 
back to him, whereas in city department stores the 
returns often run as high as 20 per cent. 


THIS small percentage, he says, is due to the fact 
that he and his salesmen never encourage a customer 
to take away a pair of shoes on a whim, thinking she 
might like them well enough to keep them. “The mer- 
chant with a small stock can’t afford to let shoes go 
out on approval like that, when he has only one pair 
of a size. Perhaps within 15 minutes someone will come 
in and want to buy those very shoes.” 

A block away from Newcombe’s is the shoe store of 
Mrs. Alice N. Peterson, who specializes in the “per- 
sonal touch.” Twenty-five years ago she and her hus- 
band opened their store together—since his death, she 
has kept things going. Now she has a busy, prosper- 
ous shoe store. 

In her trimly tailored suit, she is business-like, but 

[TURN TO PAGE 58, PLEASE] 














Simone Simon and Dick Baldwin in the 20th 
Century-Fox picture “Love and Hisses,” star- 
ring Walter Winchell and Ben Bernie. Miss 
Simon is wearing Strassburger’s high: cut heel- 
less sandal shown elsewhere on this page. The 
shoes shown in the other photos are also from 
this picture. 
Right, close view of Strassburger’s black crepe, 
high cut heelless sandal with alternating satin 
and crepe lattice strips worn by Miss Simon in 
new picture, 


Below, a white crepe lattice sandal trimmed 
with silver kidskin and rhinestones by the 


same maker. 








How They Piek 
SHOES for the 


They Don’t Demand Tricky Footwear as a Rule, but 
“Glamour” — Whatever that Means — Is a Prime 
Essential; Shoes Must Be Smart and Fashion-Right 


EVERYBODY is interested in movie people, in what they do 
and what they wear. More and more, fashion trends are be- 
coming directly attributable to this source. The reason is 
obvious—the moving pictures, at a price within the reach of 
all, offer the possibility of studying at close range some of 
the best dressed, most fashion conscious men and women 
of the country. Every detail affecting the appearance of the 
actors is considered carefully, and every precaution is taken 


to insure a pleasing effect, from the atmosphere en- 
veloping these actors to the smallest detail of their cos- 
tumes and makeup. The result—they appear to the 
ordinary observer as super men and women; they 
represent goals to be attained. 

Human nature being what it is, audiences are prone 
to idealize the picture people, to look upon them as 
perfection itself, and, as is only natural in a case of 
sincere admiration, to imitate their actions, affecta- 
tions, and characteristics. The most obvious among 
these is the clothing they wear—and also the easiest 











PICTURES 


a Lastex 
pass heel strap which makes 
it a tieless shoe. 


ie eso Troy’s tenn suede 
‘oss sandal has 











to copy. Let a Garbo, a Dietrich, a Taylor, or a Gable 
feature a style, and the manufacturer’s reputation is 
made. Shoes come in for their share of this reflected 
glory, and an analysis of the stars’ preferences in foot- 
wear might be enlightening. 


These Seymour Troy suede 

D’Orsays shown above are 

stitched across the instep to 

give a slenderizing line to the 
ankle. 


Delman uses gold _ kidskin 
studded with colored stones in 
these evening sandals, to ex- 
press the new mood for elegance 
and to appeal to the Hollywood 

desire for glamour in shoes. 






















But, first, how are the film costumes chosen? 
There are, at every major studio, fashion authori- 
ties, experts whose function it is to supervise the 
choosing of styles, to coordinate each part of 
each ensemble until it forms a perfect whole, 
and to arrange the costumes worn by the dif- 
ferent characters of each scene so that there 
is a pleasing balance of light against dark 
and of shape against shape, and to make 
certain that there is no possibility of one 
characters gloves, shoes, dress or hat 
throwing the scene out of balance and 
destroying the effect which was so 
laboriously built up. In addition, this 
fashion counsellor must study the char- 
acters created by each rdle and must find 
clothes to fit them. There must be no danger of Sadie 
Thompson’s appearing in a “Little Women” type of 
gown, to quote an extreme example. Because of the 
very brief acquaintance which the public has with these 
screen people, their characteristics must be apparent on 
first glance, and costumes offer the most effective means 
of accomplishing this. 

The fashion expert submits his ideas to the producer. 
Sometimes the producer may find it necessary or de- 
sirable to call in a third person—someone who deals 
in the article—shoes, for instance—and who knows 
[TURN TO PAGE 44, PLEASE] 
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THIS Fall has been a dramatic season for window dis- 
plays. Retailers and display men, striving to increase 
their sales and accelerate the movement of merchandise, 
have shown remarkable ingenuity in the development of 
original ideas. Realizing that display is a vitally impor- 
tant factor in retail promotion, merchants this season 
have also been conscious of the fact that in really suc- 
cessful window displays, merchandise is, after all, the 
thing on which the prospective customer’s attention 
should be focused, rather than backgrounds or window 
fixtures. So this season’s window displays are, pre- 
dominantly, shoe displays and not just pretty windows 
in which shoes are shown. 

That, we believe, is the most significant thing in the 
Fall shoe window story. But now Fall is drawing to a 
close and the Winter selling season is about to open. So 





Above—An artistic shoe and accessory group in a display 
by Bonwit Teller, featuring Mink Brown shoes. 


what about shoe windows for December, and the months 
that are to follow? What will be the selling themes for 
the weeks that lie immediately ahead. And what sort of 
windows will be most effective in getting the sales story 
across to customers? 

The practical type of window display, featuring mer- 
chandise first and foremost, fits right into this picture. 
When business is in a hesitant mood, customers are 
quickly affected with the prevailing psychology. They, 
too, become practical. They are more likely to be fa- 
vorably impressed by displays that are not too ornate 
and which emphasize the merchandise rather than spec- 
tacular backgrounds, rich hangings or gorgeous decora- 
tion. The mood of the moment is simplicity. And sim- 
plicity can be made to do a very effective selling job. 

Timing of displays becomes especially important, and 
retailers and display men should give special thought 
to the matter of having every display coincide with the 
consumer’s immediate interest, from which will spring 


the buying impulse that makes promotion productive. 


- 
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PLAN DISPLAYS 
TO **TUNE IN”’’ 


business. The RECORDER, in three recent issues, has 
covered rather extensively the subject of holiday gift 
promotion in the shoe store, but it is in order to em- 
phasize again the importance of having Christmas win- 
dow displays that reflect the spirit of the season and of 
carrying out the holiday theme with decorations and 
displays throughout the store. 

Slippers, hosiery and accessories are vitally important 
as holiday merchandise in the shoe store, and the same 
is true of all of the accessories that the shoe store sells. 
These accessories, attractively boxed and wrapped in the 
spirit of the season, should be given a prominent place 
in every shoe store window at this time of year, and 
entire displays should be planned and built around them. 

Evening footwear of the formal type for men, women 
and the younger set is at the height of its season in 
December. The holidays mean social festivities, so plan 
to have some good displays of evening footwear during 
the month. Some stores make it a practice to feature this 


Below—A clever slant on the football window display 
theme was this novel treatment by Bergdorf Goodman. 








In December, obviously, the predominant thought in 
everyone’s mind is Christmas and the needs of the holi- 
day season. Every store is. striving for its share of gift 


Customer testimonials were fea- 

tured in a display by 

R. H. Macy & Co., featuring 
their Rugby walking shoe. 
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MOODS 


“Opulence for the Ballet and 

Opera” was the theme of this 

formal. footwear display by J. & 

J. Slater, Fifth Avenue, New 
York. 


class of merchandise immediately after Christmas, which 
is an excellent idea because it provides a sales stimulus 
at what would otherwise be a dull period and at the 
same time presents formal footwear at a time when it 
is most in demand. Young folks are home for the holi- 


of the MOMENT 
BG BN 
TSAR 


days, there are parties and dances during this week, and: 
everybody is looking forward to the New Year festivities. 
So this is a natural and logical time to promote formal 
footwear, both in window displays and newspaper ad- 


vertising. [TURN TO PAGE 46, PLEASE] 


Shoe Store Displays, This Month and 
Next, Will Feature Christmas Gift Mer- 
chandise, Formal Evening Footwear, 
Winter Sports Shoes . . . Plan Now for 
Coming Displays of Southern Resort 
and Cruise Footwear, with a Thought 
to the Post-Holiday Sale Season and 


Your January Clearance Windows 








JOHN P. KOEHLER, M.D. 


WE hear a great deal about the forgotten man, the 
forgotten employees, the forgotten farmers or some 
other supposedly neglected individuals or groups of in- 
dividuals, but it is only rarely that anyone makes a 
plea for our terribly neglected feet. 

I have been broadcasting for many years but have 
never before attempted to come to the rescue of our 
downtrodden feet. There undoubtedly are several rea- 
sons for our indifference to the welfare of our lower 
extremities. Our modern methods of transportation 
and modern civilization generally have made us forget 
ihe importance of good feet. 

If our feet make it impossible for us to walk any 
great distance, we simply crawl into an automobile 
or street car and allow our feet to continue their sit- 
down strike. A great many people don’t seem to care 
whether their feet are good for much as long as they 
look all right when covered with attractive shoes. There 
is also a mistaken opinion prevalent that not much can 
be done about feet. One either has good feet or bad 
feet, depending upon heredity, occupation or other 
more or less uncontrollable factors. Most of us find 
it much more satisfactory to blame our ancestors and 
environment for our difficulties than to blame our own 
ignorance and indifference. For example, it is much 
easier to maintain one’s self-respect by thinking that 
our calluses, corns and bunions came from our parents 
or grandparents, than from our badly-fitting shoes 
which we ourselves selected. 








- 
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THE 


FORGOTTEN 
FEET 


by 
JOHN P. KOEHLER, M.D. 


Commissioner of Health, 
Milwaukee, Wisc. 


From a Radio Address, Broadcast from Station WISN. 


However, regardless of the why and wherefore of 
defective feet, it must be admitted that bad feet are 
only second to bad teeth. It is rather significant that 
the two most necessary accessories to man, namely, 
feet and teeth, should be neglected the most in modern 
civilization. Poor feet not only interfere with one’s 
ability to earn a livelihood, but also with one’s recrea- 
tion and health. The prevalence of poor feet and poor 
shoes was first given general attention through statis- 
tics collected in the examination of recruits for the 
army during the World War. It was found that 12 
per cent of all men examined suffered from flat feet. 
In the Surgeon General’s report on defects found in 
drafted men, it is stated that an examination of infantry 
in 1916 showed that 74 per cent of the men were wear- 
ing shoes either too large or too small. Industrial em- 
ployees have been found to have about the same per- 
centage of defects of the feet and of poor shoes. 


POOR feet are found in all classes and at all ages 
and in both sexes. Flat foot is the most common defect 
of the foot. Sometimes it is congenital, in which case 
the individual may get good use of the feet even to the 
extent of becoming a champion walker or tennis player. 
Sometimes flat foot is due to injury or disease. Usually, 
however, flat foot means only weak foot, the weakness 
being of an entirely preventable sort. Because the 
foot is weak it is both flat and inefficient. The weakness 
is a general weakness of all of the muscles of the foot 
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Neglected Most by Public—the Time Has Come for Health 


Attention Stimulated by Doctor and Shoe Man 


and of the leg that govern foot motion. Sometimes the 
weakness is a part of poor general musculature, such 
as is found in the under-nourished. Some weak feet 
do not show their weakness until the individual begins 
to put on weight. Very rarely do weak feet result from 
even excessive use of the feet in standing and walking 
in those whose mechanical use of the foot and of the 
body is good. 


THE ankle and foot are composed of twenty-six bones, 
held together by firm ligaments that help to keep the 
bones in proper relationship to each other. This rela- 
tionship is to a considerable degree maintained by the 
leg muscles whose tendons are attached to the foot 
bones. There are two arches formed by the bones, one 
from ball to heel, and the other across the ball of the 
foot. These arches are similar in principle to the 
arches of a bridge, the curves representing great sup- 
porting power for weight carried above, while per- 
mitting the springiness that enables them to withstand 
force applied from above. Because of the latter char- 
acteristic, correct use of the foot involves grace of 
motion and resistance to fatigue. 

In order to determine whether there is a lowering 
of the longitudinal arch, one may examine the foot- 
prints after putting the foot in water. If the print is 
that of a normal foot, there will be only a very narrow 
isthmus at the middle of the foot which will be at the 
outer edge. A foot with a flat arch, will make an im- 
pression nearly, if not quite, as wide in the middle as 
the ball and heel. In the strong, well-built foot, the 
middle of the leg and the middle of the ankle, will 
come exactly over the middle of the foot. In a weak 
foot, the middle of the leg and ankle is well inside of 
the middle of the foot. When the ankle is rolled over 
to the inner side, we may expect the sole which is nor- 
mally arched to flatten out and touch the floor. 


THE strong foot shows not only the longitudinal 
arch, but also a very slight upward curve from side to 
side across the ball of the foot, called the transverse 
arch. This may be seen at the top of the forepart of 
the foot, but is more easily seen on the sole, where 
there should be a slight hollow at the ball. In a weak 
foot, there is often a prominence, with usually a callus 
on it, made by the sagging of the bones of the anterior 
arch. A callus on the ball of the foot is usually an 
indication of a weak anterior arch or a poorly fitting 
shoe. 





People with broken down arches not only have 
painful feet which interfere with their standing and 
walking, but many times have pain in the legs, spine 
and other parts of the body. Nervous irritability is 
many times due to neglected feet. According to some 
experts who have given a great deal of attention to 
defective feet, almost any physical, mental and emo- 
tional disturbance may be caused by pathological con- 
ditions in the feet. We all know that the human body 
is a very sensitive mechanism and it is not difficult to 
believe that physiological, anatomical, circulatory or 
nervous disturbances in the foot can interfere with 
proper functions in other parts of the body. 


THE prevention of flat foot and other foot ailments 
should begin in childhood, by the correct use of the 
feet, by the proper fitting of shoes, and by the pre- 
vention of rickets through a proper diet. But it is 
never too late to do some things that will at least im- 
prove bad feet. 

Persons with weak arches might try the following 
exercises: 


(1) If inclined to walk with the toes pointed outward, 
try to overcome the habit by walking pigeon-toed if 
necessary, or at least point the toes straight ahead when 
walking. 

(2) Standing barefooted, hold the heel and ball of your 
foot down and raise the inner border of your foot as far 
from the floor as possible, at the same time gripping the 
floor with the toes. 

(3) Walk about on the heels with the balls of the feet 
off the floor, the toes curled under and the soles facing as 
nearly as possible toward each other. 

(4) Sit with the legs stretched out and feet about a 
foot apart and try to make the soles face each other with- 
out bending the knees. 

(5) Practice gripping with the toes as if trying to grasp 
something with them. 

(6) Practice moving the large toe inward away from the 
other toes. 


The ideal place for exercising the bare feet is in 
sand and on green lawns. Going barefooted during 
the summer months would strengthen the feet of most 
people. However, it is not safe to recommend such a 
practice on account of the danger of infection from 
cuts, punctures and other wounds. However, if we 
cannot go barefooted during the warm weather we 
can come close to it by wearing shoes that will protect 
our feet against cuts and bruises and still give our feet 
the freedom which they need for proper development. 


[TURN TO PAGE 57, PLEASE] 
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he Editors Outlook 


Does the Shoe Business Want to Commit Suicide? 


Joun Ruskin said: “There is hardly anything in the 
world that some man cannot make a little worse and sell 
a little cheaper; and the people who consider price 
alone are this man’s lawful prey.” 

Is the shoe industry to be driven down the path of 
cheaper prices? Is it a form of destiny that when trade 
slows up everyone says: “Let's lower the price.” It 
may not be price, after all. It may be: “They ain’t 
buying anything, anywhere.” 

Why is it that nearly all competition today is 
“price?” What is the eventual “bottom price” on 
shoes? Are we near that point or will it eventually be 
“free shoes?” 


TALKING $2.00 shoes at retail in America and five 
shilling shoes at retail in England—and what happens? 
Pretty soon the American public will rush to the new 
miracle price and the shoe industry will be headed for 
the poorhouse. England is already disturbed. 

Reduce the average price below a “profit for service 
point” and an irreparable harm has been done to that 
business and everyone connected with the industry. 

All through the years we have studied one index, for 
it is a measurement made by the production census 
and is a proven fact, not a fancy. And that is the 
biennial census of manufacture which gives the aver- 
age price per pair of the total United States produc- 
tion of leather-soled footwear. In 1925, the average 
price was $2.86; in 1927, $2.54; in 1929, $2.56; in 
1931, $2.05; in 1933, $1.56; in 1935, $1.66. These 
figures represented prices of all footwear, factory- 
priced, from the cheapest cack to the highest priced 
bench-made custom shoe, when averaged. It is a true 
measure of the cost of the leather shoes as they leave 
the factory. Put an average mark-up of 35 per cent 
thereon and you have the approximate average price 
of all shoes at retail. 

Now, today—every indication points to a reduction 
in that average price. 

Here’s what happens: One store in every com- 
munity says to itself: “Customers are not buying as 
they should. I'll reduce the price and get the business 
away from the other fellow.” Then every other fellow 
thinks the same way and the first thing you know, the 
nation has reduced its level of prices. 

So all the stores are competitively just where they 
were before, for it is obvious that the American public 
isn’t going to buy any more pairs of shoes than it did 


last year, for we have reached a peak in shoe consump-. 


lion per capita. Certainly the American public is the 


By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


gainer, but industry, too, must live and it cannot con- 
tinue to give good stores, good service, if it cannot 
make money. 

How about pegging the prices of shoes at today’s 
level and fighting it out for a season? Compete in 
fashion and service, but don’t let the level of prices go 
any lower, for if you do, the shoe business will be a 
mud-horse from now on. 

Let’s take a look at the other factual piece of evi- 
dence that is worth considering. Dr. Leo Wolman, the 
ranking labor economist in the country, gives these 
positive facts: “Wage rates for workers in manufac- 
turing were 25c. an hour in 1914. In 1920 they were 
6lc.; in 1921-22, 48c.; in 1923-29, 59c.; in 1933, 49c., 
and in 1937, July-August, 66c. an hour.” He also adds: 
“No serious consideration of economics can say that 
enough was not done for labor in the years 1933 to 
1937, for wage rates went up 30 per cent in the short 
period of the early part of the NRA—June, 1933, to 
January, 1934, and have advanced 15 per cent since 
then.” 

So here we stand—the shoe industry serving the 
American public with an average pair of shoes that 
takes less than four hours of average wages to pur- 
chase. Ain’t that sumthin? 

Back in 1920 we said “The American public pur- 
chased a pair of shoes for one day’s wage” and we 
asked shoe men in England, France and Germany to 
give us comparative measurements. In England it took 
three days’ work; in France, seven days’ work, and 
in Germany, 14 days. 

Why this precipitous decline in shoe prices in 17 
years? Something that has not been paralleled in any 
other line of business that we know of. We had efficient 
machinery in 1920 and it has been made progressively 
more efficient over the years but that efficiency is not 
responsible for the difference in price at retail. We have 
been worshipping the God of Volume . . . volume pro- 
duction stream-lined into volume distribution, and only 
one end in sight—cheap shoes for everybody. 

Unless a stand is taken, some base-line established, 
some appreciation of the use and fashion of good shoes, 
the inevitable lies ahead. Isn’t it about time for an 
appeal to the various branches of shoecraft to take up 
a movement to hold the base-line where it is? 
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Like all Jarman shoes the Two-Plane shoes 
have passed the rigid specifications estab- 
lished by the Jarman Tread-Test ... the ac- 
tual walking test that assures every Jarman 
wearer extra miles of good-looking — fine- 
feeling wear. 


JARMAN 1938 ADVERTISING WILL BE THE LARGEST AND MOST POWERFUL PROGRAM IN THE HISTORY OF THE JARMAN SHOE COMPANY 
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And Jarman Dealers and nobody else will share 


in the profits the Two-Plane Shoe is piling up 


already won its place in the ranks of the sales leaders. And 

for a good reason. The Two-Plane shoe is a finely built Cus- 
tom shoe .. . incorporating the most advanced comfort features 
known to the shoe world. The Two-Plane is built with an in- 
visible “middle-heel” that redistributes body weight over a 
greater, more comfortable tread area. This proper distribution 
of weight overcomes the usual foot aches and pains suffered by 
many wearers of regular type shoes. The Two-Plane shoe has 
all the advantages of the finest “comfort shoe”... yet it is 
designed to please your most style-minded customers. 


For Men Whose Work Requires Extra Walking 


Office men... salesmen... shopkeepers... outdoor men, will 
quickly and surely recognize the advantage of wearing this 
Two-Plane shoe. And for this Spring you will be able to offer the 
Two-Plane in a selection of styles . . . for business or sport wear. 


[ssi to the trade last Fall the Two-Plane shoe has 


The Two-Plane Story Will Be Read By Millions 


Jarman’s outstanding national advertisements will feature this 
shoe. These advertisements will be a constant reminder to men 
everywhere to “go to the nearby Jarman dealer.” Special month- 
by-month store promotions have been planned and Jarman has 
prepared colorful promotional material that will spotlight the 
Two-Plane. Newspaper mats, window displays, folders and 
cards are ready for you now. Plan now to feature the Jarman 
Two-Plane in your store this coming season... and you'll 
share in the profits this great new shoe is piling up. 

The Jarman representative will be along shortly... he'll 
show you a great array of all the finely styled Jarman shoes 
for Spring. The exclusive Two-Plane is among them. Priced to 
retail at $7.50, most styles. Write Jarman Shoe Company, 
Nashville, Tennessee. Division of General Shoe Corporation. 


Jarman Shoes 
priced to retail 






THE BRADSTREET 
No. 4229 





Point out the special feature found only in 
the Two-Plane Shoe. It will help you sell! 





Only the Two-Plane shoe has 
the scientifically constructed 
“middle-heel” which redistrib- 
utes the body weight over a greater 
tread area. It supports the foot 
in a truly natural position which 
results in greater comfort. 














SHOES FOR MEN 


MOST STYLES 


$500 30 $750 THE 7] WO-PpLANE *750 


MOST STYLES 
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GIVE THE MEN 
THEIR PLACE 





TO SHOP 


Roos Brothers, San Francisco Depart- 
ment Store, in Their New Men’s Shoe De- 


a 


3K 
PE es 


partment, Have Given Their Men Cus- 


ee, 





| tomers a Typically Masculine Spot in 


Which to Satisf i 4 Their Footwear Needs. The solid, masculine atmosphere of Roos Brothers new men’s 
shoe department attracts and holds its many customers. This 
shop has enjoyed a substantial increase in business since its 

remodeling. 





NOT only has a 25 per cent increase in business to go and where they would feel comfortable and at 
followed the remodeling of Roos Bros. men’s shoe home. The object was to give it a solid, masculine 
department, in San Francisco, but visitors are coming atmosphere and make it a place that would appeal to 
from all parts of the country to see the magnificent men of good taste and at the same time afford a fitting 
mural, depicting a scene from an old-world cobbler’s _ setting for the quality shoes that would be stocked. 
shop, which occupies the rear wall of the department. The new department, which seats twice as many cus- 
When Roos Bros., San Francisco sport shop, was tomers as the old one, is floored and lined with wood. 
remodeled this Spring it was decided to make the The walls are of ash with shipstain finish, the floors of 
men’s shoe department a place where men would like [TURN TO PAGE 64, PLEASE] 














This beautiful mural, ex- 
ecuted by J. Frank Porter 
of 45 different kinds of 
woods from many parts 
of the world, is located 
on the rear wall of the 
department and has at- 
tracted much attention 
from all over the country. 




















WHEN SHE LOOKS FOR THE SMARTEST AND 
MOST ECONOMICAL WHITES ON THE SOUTHERN HORIZON, 
THE SMART AND ECONOMICAL RETAILER WILL 


SHOW HER SHOES OF WHITE ELKO ©: 
WHITE SOOTAN 


because these leathers have won a strong pref- 
erence for durability, good looks and economy 


NORTHWESTERN LEATHER CO. TRUST 
| oe men, | 
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NAME AND TRADE-MARK REGISTERED. MADE UNDER U.S. PATENT NO. 1,408,871 











stom . And, Arrabuk Fabrics 
it 100%. The sparkling, new colors and 
finishes in the Arrabuk line will enable manufac- 
turer and retailer to make new volume and profit 
records next spring. 

(Shoe illustrated above made with genuine Arrabuk 
Swade Fabric.) 

Smart spring shades of Blue, Green, Red, Gray, 
Yellow, Brown. 

Write for new Sample Swatch Book. 





mm 











BOOT AND SHOE RECORDER, November 20, 1937 Page 35 


PAIRS MADE WITH 
} AB R] ( with 100% satisfaction right 


down the line... maker... 
retailer... consumer. 

It’s unanimous! Arrabuk Swade 

Fabric has received an overwhelm- 


ing vote of approval from the shoe 
industry and from shoe customers 
everywhere. And no wonder! This 
distinctive shoe fabric has demon- 
strated its worth conclusively. 


washable feature brought them 
back for more. 


See the new spring shades and fin- 
ishes of Arrabuk Fabrics before you 
specify any other material that 
would either cut down your profit, 
boost your prices, or sacrifice 


MANUFACTURERS found 
Arrabuk Swade was absolutely uni- 
form in quality, cut with less waste, 
did not fray at edges of perfora- 
tions or pinking, and is more eco- 
nomical to use. Above all, it brought 
in the repeat orders. 


RETAILERS discovered that, 
with Arrabuk Swade, they could 
sell shoes at volume prices and still 
maintain all the style, volume, and 
quality necessary. 


CUSTOMERS went for Arrabuk 
Swade “in a big way.” Its up-to- 
the-minute style and colors, its 
sturdy wearing qualities, and its 


quality. | 
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THERE IS ONLY ONE ARRABUK FABRIC... AND 
IT ALONE CARRIES THIS SEAL OF APPROVED 
AND TESTED QUALITY 
The Better Fabrics Testing Bureau—official labora- 
tory of the National Retail Dry Goods Association 
—has subjected Arrabuk Fabric to the most gruel- 

ing tests and found it ideal. 

Remember, Arrabuk is an exclusive, patented* 
shoe fabric made only by the Hood Rubber Com- 
pany, Inc. Its sensational success has inspired imi- 


tators ... make sure you get the genuine Arrabuk. 
*Par. No. 1,408,871 


HOOD RUBBER COMPANY, INC. 


WATERTOWN, MASS. 


AKL 


LULU 


= 


Mire 









OFT and closed toe sandals will be much in vogue 
for the Spring of 1938 


Our designers, In recognition of this fact, have created a smart and timely 
new version — the ‘’Rita’’ model. Fifth Avenue already has shoes made on 


this authentic favorite. It is available for all heel heights from 12/8 to 21/8 
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Plaee Your Direet Mail Shots 


TO SCORE 


FROM the familiar green box on the corner came the 
plaintive, scarcely audible tinkle of an old-fashioned 
music box. Amazed, I stepped closer, cupped my good 
ear, and listened to the mournful vocal lamentation of 
a MAIL chorus, “We don’t know where we're going, 
but we’re on our way.” Amazement awakened me. 
Lying there in the dark silence (except for passing 
cars, the clicking heels of late pedestrians, the subway 
rumble, and the hum of a plane overhead) I thought 
of the steady stream of unread letters falling endlessly 
into busy waste baskets—messages, meaningless or 
misdirected, that owe their failure so often to the sim- 
ple fact that you can’t make bull’s-eyes by shooting at 
the outer edge of the target. 

The misuse of the mailing list is one of the costliest 
mistakes in retail advertising. Too often size is sought 
instead of selectivity—How many, rather than how 
good” is the easy, expensive way to build a list. 


Many merchants never consider that the saving on 
postage, paper, and printing will go a long way toward 
paying a person to organize and maintain a classified, 
systematized mailing list, and to use it efficiently. 


Collection is included in the target and placed in 
the center ring, because it is a compulsory part of the 
direct mail program of most stores. Two points should 
be considered in connection with collection mailings. 
First, that practically all credit customers are honest 
and mean to pay their obligations. Keeping that idea 
in mind will improve collections, and complaints against 
biting collection letters will be overcome. 

Shotwell’s, Houston, Texas, successfully used a series 
of three cards with small cartoons and messages in the 
top half, and a space for the recipient’s name and ad- 


HIGH @ & e e 


by R. E. ANDRUSS 


dress in the lower half where it would show through a 
window envelope. The messages follow: 


(1) Please telephone Fairfax 0311 as soon as you 
read this because we are waiting to find out why you 
haven’t paid us that $........ which you have owed us 
for some time. 

Thanks. 
Miss Stratton. 


(2) We're mighty happy now because we know you 
are going to pay that account which is . . months past 
due. 

Thanks, 
Shotwell’s, Inc. 


(3) We know you have been trying to pay up that 


old balance you have owed us ...... months. We're glad 
you can pay it now and we’re expecting it mighty soon. 
Thanks, 


Shotwell’s, Inc. 


The other point is enclosures with monthly bills. A 
small four-page folder (5” x 8”), “November Doings 
at Store Name,” allows mention of a number of things 
of timely interest in an informal, yet informative way 
that is certain to get more interested attention than 
an ordinary folder. Enough extras should be printed 
to use as package enclosures during the first three 
weeks of the current month. 

Next on the target comes “inactive customer follow- © 
up.” This, of course, requires a card system of record- 
ing customer purchases, with provisions across the 
top of the card for using call-up tabs that can be 
slipped on at any month’s section. 

[TURN TO PAGE 44, PLEASE] 
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IT WILL PAY 
YOU TO SEE 


STAR BRANDS 


0 







Most likely at this very moment hundreds 
of successful shoe retailers are viewing 


for the firsttime Tie New Spring Line of 
STAR BRAND QUALITY SHOES 


As the trained eyes of these style-minded buyers scrutinize and approve 
the hundreds of new creations in the Star Brand line, they'll be 
pleased . .. thinking of their style advantage over competition. 



















As they examine the quality of Star Brands, they'll be impressed by 
two things... uniform high quality throughout each grade and price 
range and faultless workmanship. Even in the very lowest price 
ranges, the standard of “all-leather” quality is always maintained. 









In merchandising and advertising,these keen-minded retailers will 
find Star Brands supported by advanced selling plans and forceful pro- 
grams of proven value... plus added strength of national advertising 
of all leading brands. 









With sales, turnover, and profits uppermost in mind, these alert 
buyers will place orders for Star Brands knowing that they have 
taken the first and most important step towards a successful spring 
selling season. 









It will pay you to investigate Star Brands... Again we say 


SEE STAR BRANDS FIRST! 


Ropers JOuNsONsRAND 


@ranch of international Shoe Co. 




































) ST. LOUIS,.MO. 
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TOO BUSY TO BUY? 


How @ Beston Shoe Store In- 
creased Its Sales by Moving 
Out of a Stream of Traffic 
and Into a Location Where 
Prospective Customers Have 
the Time and Inclination 
to Go “Window Shopping” 


FOR what may well be the first time in the history of 
the country, a shoe merchant has found himself in the 
curious position of having located his store where there 
are so many people with plenty of money to buy his 
merchandise that he has been forced to move. His 
change of location, however, was not based on the 
theory practiced by the girl who deliberately retreats 
in order to get her man, but rather on the theory that 
where there are fewer people, many times there are 
more customers; and on the associated theory that 
people who loiter are more apt to window shop (and 
buy) than people in a hurry. 

The store in question—the Foot Joy Shop—was 
opened a few years ago at 177 Federal Street, Boston, 
within 100 yards of that city’s South Station. Federal 
Street, moreover, leads directly into the heart of the 
financial and insurance districts, and is traversed daily 
by thousands of medium- and high-salaried executives 
—some of them already customers and all of them 
logical prospects for shoes ranging in price from about 
$10 to $12. 

The shoes were good—so was the store—also the 
window trims—but business wasn’t. People raced 
passed the store, in the words of the manager, H. T. 
McKinnon, “like bats out of Hades” and with not so 
much as a glance at the merchandise. It was at this 
time, as he noted the surging torrent of traffic, that 
Manager McKinnon began to do some plain and fancy 
thinking. 

“While I can stay here and hold all my regular 
trade,” he pondered, “it begins to look as though an 
increase in sales must come from people who are not 


. 
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moving quite so fast when they pass my store. In the 
mornings everyone is heading from the South Station 
to their offices, and in the evening, they are intent only 
on catching the five-fifteen. Naturally, they are not 
going to stop and buy. They’re not even going to look. 
It’s up to me to get a location as close as this one is 
to the offices of my regular customers and on a street 
where people don’t feel compelled to run.” 

Such a location was found at 4 High Street—a cross- 
town street connecting Federal Street with Summer, 
which also converges on the South Station. Though 
the new location is literally within a stone’s throw of 
the old, a test revealed that while not more than one- 
tenth as many men passed the new location during the 
course of the day as had passed the old location, they 
were more leisurely in their gait and, what is still more 
important, most of the men who used the street did 
so during the lunch hours between twelve and two in 
the afternoon, known throughout Boston stores as the 
men’s shopping hours. 


THE result of the experiment more than paid for the 
time and expense involved. During the late Fall period, 
with retail sales beginning to show signs of shrinkage, 
Manager McKinnon’s sales increased and he expects 
a further increase later. Complete strangers, stopped 
by the larger windows and the wider diversification of 
styles made possible thereby, strolled into the shop and 
bought. Some of them returned with friends. The old 
customers appeared at regular intervals, just as before. 

“And so,” says Manager McKinnon, “when in doubt, 
move around the corner.” 





BOOT AND SHOE RECORDER, November 20, 1937 


In Dickerson shoes patented Insulwhyte Sole Filler (spun glass) is used in place of 
the usual ground cork filler. Insulwhyte protects the feet from hot pavements in the 
summer and the cold damp pavements in winter. Insulwhyte resists the passage of 
moisture and will not squeak, crack, or “bunch up.” It forms a natural cushion tread 
and makes the shoe lighter and more flexible. Insulwhyte was developed by The Walker 
T. Dickerson Company and is used in our Dickerson Verified Footwear (Archlock 


and Arch-Relief) exclusively. 


THE WALKER T. DICKERSON °o. 


COLUMBUS 


VERIFIED 


FOUTWEAH 
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SHIRLEY TEMPLE 
DOLLS 


SATURDAY MATINEE 
AN 18: 


Publicity Stunts 
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T heater Tie-U ps, Baby Week, 
Hallowe'en Party and Cooking 
School Helped Murray Green- 
wood of East Los Angeles Bring 


Customers into His Store 


Sorting the entries in the Shirley 

Temple Doll Contest, a _ novel 

method of getting the youngsters 
to come into Murray’s Bootery. 


That HELPED SELL SHOES 


HOW to get ’em in! That’s a problem many shoe 
retailers ask themselves. So to those who may have 
a trade which responds to stunts of this kind, a glance 
through the Promotion Book kept by Murray Green- 
wood would be profitable. 

Out in the industrial section of Los Angeles, eight 
miles from the center of town on Whittier Boulevard, 
is a thriving business sector called East Los Angeles. 
Shoe selling is highly competitive, there being some 
sixteen places where women’s shoes may be bought 
within a few blocks radius. 

In the heart of it, Murray Greenwood operates a 
moderately priced women’s shoe store. Many large 
and small plants in this trading area operate steadily 
throughout the year, so a fairly consistent business is 
to be had for those who go after it. 

People in this locality are “movie conscious” in a 
high degree, so movie stunts go over big. One of the 
best theater tie-ins had to do with the picture “Waikiki 
Wedding.” In this case the store, from windows to 
interior, was built around the picture theme. Palm 





branches in the windows and interior carried out the 
Waikiki Beach idea. Naming a variety of sandals 
“Waikiki Sandals” after suitable releases had been ob- 
tained from the motion picture studio which made the 
picture, proved to be a decided hit. 

The local theater cooperated by permitting a display 
of the shoes in the lobby. A trailer on the screen 
caught the attention of those who might possibly have 
missed the store and theater lobby displays. 

The local Fox theater has what is termed a “Free 
Picture Night” each Monday evening. All through the 
previous week, a trailer states that Murray Greenwood 
will present a free picture of the current star to all 
women calling at his store. These pictures are printed 
to Greenwood’s special order, so carry a store message 
on the back. The advertisement is changed each week, 
so a wide variety of subjects are discussed. One week 
it may be the wide variety of styles, or again store 
service or the old reliable “Shop where you live” angle. 

Several hundred high school girls are regular Mon- 

[TURN TO PAGE 55, PLEASE] 
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When you're under a cloud of stiff competition, under a cloud that calls for 
aggressive, active selling, turn its silver lining into dollars for yourself. Surpass 
Linings are silver linings for the shoe manufacturer and the shoe retailer. 
For they mean shoes that look well, that sell well, and that wear well. In the 
factory and on the street they prove their value in actual use. For Surpass 
Glazed Kid linings are tanned with the same care and precision, are graded 
and delivered with the same dependable uniformity as Surpass outside stock. 
When you receive shoes made up with Surpass linings, you will know that 
your manufacturer has put into them the most lining leather for the money. 
And this makes a sound sales point—to stress to your customers the plus 
quality of a shoe that uses lining leather tanned by Surpass, tanners of fine 
glazed kid for more than half a century. 


Swrpass a 
Piladelyhia 


New York Boston Cincinnati St. Louis Milwaukee London Paris Basel Milan And Other Foreign Cities 
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If a check-up on the shoes sold is 
desired, the call-up can be placed at 
three months’ intervals, otherwise let 
the call-up be placed six months ahead. 
When this time elapses without a pur- 
chase, it’s time to find out why the 
customer hasn’t made a purchase late- 
ly These letters should be brief and 
individually typed, on this order— 


Dear Mrs. Brown: 

According to our records you haven’t 
bought new shoes since (date). We 
know our shoes wear well, but—isn’t 
it time for a new pair now? There are 
several new styles built on the last you 
like. May I show them to you soon? 


Yours very truly, 
(Salesman’s name) 
for (Store Name) 


If there is no reply to this letter in 

a month, a second should be sent. We 
haven’t heard from you since I wrote 
you on (date). Is something wrong 
that we can make right? If our shoes 
didn’t make good, we will. If our ser- 
vice failed in any way, we want to 
know it. We'll appreciate your telling 
us. 

Yours very truly, 

(Salesman’s name) 

for (Store Name) 


P.S. A stamped return is enclosed 
for your convenience. 

Place the call-up tab two weeks ahead 
(using a special Danger signal). If 
no answer is received, have a responsi- 
ble representative make a personal call. 

“Customer list, general selling” is 
placed in the third circle on the target. 
This is used when there’s a post card 
announcement or sale circular to be 
mailed, or a seasonal selling letter to 
be sent out telling about new arrivals. 
Here also can be used letters or folders 
for special event selling, such as gifts 
for Easter, Mother’s Day, Father’s 
Day, or Christmas, though these latter 
may be very well taken care of in the 
Monthly Doings leaflet suggested to 
enclose with bills. Some stores include 
in this group a letter thanking the cus- 
tomer for the purchase made; however 
this can be covered very well by a card 
inserted in the package at the time of 


purchase. 
THANK YOU 


We want you to know your patron- 
age is appreciated, and that we expect 
you to receive both service and satis- 
faction from the shoes you have just 
purchased. 


adpieees gitres evs ipl esse 
‘STORE NAME 


To a new customer who has made her 
first purchase a letter can be sent when 
the customer record card is made out. 





- 
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Place Your Direct Mail Shots 
To Score High 


[CONTINUED FROM PAGE 37] 


Dear Mrs. White: 

It is a pleasure to enroll you as a 
customer of our store. We appreciate 
and value your patronage. We hope 
this is but the beginning of a friend- 
ship that shall last a long, long time. 


Yours very truly, 
STORE NAME 
by 


Courtesy letters, the next circle on 
the target, are the birthday cards to 
children, congratulations to customers 
who become engaged, get married, have 
babies, win a golf match or deserve 
congratulations for any reason what- 
ever. These are dictated letters, usually 
taken care of by the boss himself except 
when the person is a clerk’s special cus- 
tomer. In this group also are letters 
welcoming newcomers to town. 

Sales letters to special groups come 
well out on the target but immediately 
after full attention has been given to 
the store’s regular customers. In fact, 
many of those in “special groups” may 
be customers. For example—golfers. 
The letter covering golf shoes would 
go to both customers and non-custom- 
ers, so long as they were golfers. There 
are numerous groups, large and small. 
One classification gives thirty-two im- 
portant tradesmen and professional 
groups. The same source suggests six 
letters to each person as best, stating 
that after the second and third letters, 
the sales graph goes up then starts 
going down. The timing suggested 
was 100 letters a day for two weeks, 
then start on the next letter. 

So far as possible these letters should 
be personal, and should reveal knowl- 
edge of the group’s shoe problems and 
needs in the very first paragraph. That 
sounds like real work, and it does entail 
giving careful thought to the selection 
of the lists, and attention to what you 
will say to them. Much of that every 
shoe man knows from his regular cus- 
tomer contacts with people differently 
employed. Such facts as that a dentist 
stands on his left foot more than on 
his right will be very convincing to the 
doctor that you know your business. 
Other interesting individualisms will be 
revealed in the review of conditions 
and your experiences in fitting persons 
in the various groups. 

Don’t try to handle too many letters 
or too many groups at one time. Better 
do a good job with a smaller number, 
then take up the next lot, than to start 
big and bog down. 

Now we come to the last group—and 
if you’re doing a good job up to this 
point, the big general list isn’t going 
to occupy much of your time so far as 
direct mail is concerned. When it comes 
to this point of generalization, the 
newspaper is a much better bet. It 


er ee 





1937 


gives greater coverage at smaller cost. 
Besides, there’s no use overlapping 
your efforts very much. Let newspaper 
and direct mail SUPPLEMENT and 
SUPPORT each other. You'll get most 
returns for your investment that way. 





How They Pick Shoes 
For the Pictures 
[CONTINUED FROM PAGE 23] 


what adaptations would be most effec- 
tive. Such a man is Joseph S. Wal- 
lace, manager of Huggin’s Wilshire 
Boulevard Shop in Los Angeles. From 
many years of catering to film people, 
Mr. Wallace has discovered what type 
shoes they prefer, what types do not 
interest them in the least, and what 
types will do the most for them. Very 
often a call for the studio wardrobe 
will be only “Something nice to go with 
such and such a costume.” It is Mr. 
Wallace’s job to interpret the different 
styles which he has and to select the 
one best suited to the costume and to 
the star. 

The stars themselves have a voice in 
the selection of their wardrobes. For 
instance, Simone Simon has a decided 
preference for built-up types in all her 
shoes from sportswear to evening san- 
dals. Mr. Wallace bowed to this inclina- 
tion when he selected her shoes for the 
20th Century-Fox picture “Love and 
Hisses” in which she is now appearing 
and in which the accompanying shoes 
are worn. A glance at the photograph 
of Miss Simon will show how well this 
type suits her, how it helps considerably 
to create the illusion of height by giv- 
ing her a long line, carried out in the 
high hat which she is wearing. 

Shoes which have a distinct appeal 
to most of the stars (in the most popu- 
lar sizes, 44% B and 6% AA) are those 
which are smart and fashion-right. 
Tricky effects hold no particular inter- 
est for them. But Glamour does. Which 
leads us to the question, What consti- 
tutes Glamour? No one knows, exactly. 
Yet this season’s crop of débutantes, 
according to Vogue, has a definite place 
for it in its current Débutante Diction- 
ary. Vogue defines a “Glamour Girl” 
like this: “GLAMOUR GIRL (abbr. 
G. G.) Alternates: 1. Débutramp. 2. 
Lounge Lizard. One who carries her 
page boy coiffure so far it hangs prac- 
tically down to her shoulder blades; 
who is photographed everywhere, by 
everyone, for everything; who disap- 
pears from dance floors for hours at a 
time; who invariably looks like Three 
Mornings After Four Nights Before; 
who frightens the average, or Plympton 
Street, stag out of his wits.” 

Isn’t this, in essence, the prevalent 
idea of Hollywood and Hollywood peo- 
ple? They signify to all us lesser-beings 
something exciting, something different, 
something just a little bit mysterious 
and a great deal desirable. So the pub- 
lic looks to Hollywood for Glamour, and 
Hollywood looks for Glamour in its 
shoes. A definite hint, here, for any 
enterprising shoe man. 
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UAC 


SOFT BOX TOE 
AND COUNTER 
MATERIAL 


For Shoes in which special 


flexibility of Toe and Counter 


is desired 


This material gives extra pliability to 


the heel and toe portions of shoes. 


The use of this material in children’s 
shoes is the logical means of secur- 
ing desired strength with more than 
ordinary flexibility at toe and heel. 
Shoes made this way will appeal to 


parents for young and active feet. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 








Fairy Heel Guards, displayed near the cash 
counter in stores selling women’s shoes, liter- 
ally “sell like hot cakes!” 

They’re needed and wanted because they so 
effectively protect heels when driving or shop- 
ping—at home or at the office. 

Built of transparent Fairylite, they are al- 
most invisible. Springy as well as flexible, they 
fit like a coat of paint. Waterproof, washable 
and durable, they outlast a pair of shoes, look- 
ing always as good as new. 

Priced at fifty cents a pair they are fast sell- 
ers. Free folders for envelope and package en- 
closures and an attractive display carton do all 
the selling work for you. A “petty cash” invest- 
ment—only $3.60—puts a carton of one dozen 
pairs on your counter and it takes only two 
minutes to send your order in via the attached 
coupon. So let’s invite these extra profits in— 
right now! 


Shoe Gorm Ca. Iuc. 


AUBURN, N. Y. 


| 


SHOE FORM CO. INC., AUBURN, N.Y. 


Please send us at once ....... dozen pairs of Fairy Heel 
Guards in counter display cartons at $3.60 per dozen pairs. 


PP NE 6 ba bid AAW A ahs 00 6000 600.05 s4eesevencdcabthes 


ee IN Fv disk vo Sawn ches dbc¥ns bees ee bib weeE CUdeRedebe 


| 
| 
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Plan Displays to “Tune In” With 
Moods of the Moment 


[CONTINUED FROM PAGE 25] 


December is also a month in which Winter sports 
come into their own, and Winter sport shoes have a 
logical and very important place in the promotion pro- 
gram, both from the standpoint of their desirability 
for the purchaser’s own use and for Christmas giving. 
Easily first among Winter sports footwear, of course, 
are ski boots, for skiing has enjoyed a phenomenal 
increase in popularity in the past few years and today 
it is the outstanding Winter sport throughout the north- 
ern sections of the country. Even in southern Cali- 
fornia, which is usually thought of as a Winter resort, 
skiing has attained its vogue in the mountainous regions 
where snow is available. 

Ski boots are being sold in sporting goods stores in 
large numbers, but the shoe store is the logical place 
to buy them and shoe merchants should make the 
public aware of this. They should emphasize in ads 
and windows the fact that experience and skill in fitting 
is most essential if the purchaser wishes to make sure 
of a shoe that will give satisfactory service under the 
rigorous demands of a strenuous sport like skiing. 

Skating shoes are at their peak of demand. in De- 
cember, but these also are being sold largely through 
sporting goods stores, due no doubt to the fact that 
they are almost invariably sold with the skates attached. 
Some shoe stores, however, do a good business around 
Christmas time on skates and skating shoes, and there 
is no good reason why others should not follow their 
example in promoting them. 

Hiking and hunting boots, the hi-cuts that boys love 
for all sorts of Winter activities and stout shoes for 
tobogganing and other sports are seasonable merchan- 
dise to show in December windows. There are also 
various classes of indoor sports shoes which come into 
the retail selling picture at this season, such as bowling, 
basketball and gymnasium shoes. Some stores make a 
special bid for such business and give entire windows 
at this time of year to featuring these classes of mer- 
chandise. 

Just after Christmas is a good time to devote a 
window to southern resort and cruise footwear, for 
there’s hardly a community big enough to boast of a 
shoe store that doesn’t send its quota of sunshine seekers 
to Florida, southern California or other Winter vaca- 
tion resorts. Winter travelers are going in increasing 
numbers on cruises to Bermuda, the West Indies or 
South America, not to mention the Mediterranean and 
distant parts of the globe. 

Footwear designed for southern resort and cruise 
wear is usually interesting, fresh and attractive, and 
the vacation and travel theme lends itself to spec- 
tacular window displays, well worth while for the at- 
tention they attract, even if the pair sales that result 
are relatively few. 

Then there are sale windows to be planned in De- 
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cember, for most retailers, if they conduct clearance 
sales at all, make it a practice to start them either 
right after Christmas or early in the New Year. Shoe 
merchants are coming more and more to the belief that 
sale windows should receive as much care and atten- 
tion in the planning as any other displays, for it is 
only by attracting the attention of customers who are 
interested in style and quality as well as in price that 
a clearance can be made to accomplish its purpose of 
cleaning out current stocks in preparation for the 
coming season. This means that every retailer who 
expects to have a sale in late December or January 
should take time out now to make sure his sale win- 
dows and his sale advertising will carry a convincing 
selling message to customers. 


Better Shoes for Basement 
Department 
BY I. AMERICUS 


Basement Shoe Buyer 
The May Co., Los Angeles 


THOSE of us operating shoe sections in basements 
have had three courses open to pursue; doing business 
on the sensational price basis with merchandise piled 
on tables plastered with cut price signs; using con- 
servative merchandise in the lower priced brackets or 
operating in the field of high novelties where the price 
and style competition is strongest from the street level 
stores. 

It has been apparent for the past two years that a 
distinct trend toward better merchandise has set in. 
This naturally means less strictly price merchandise 
appeal and more emphasis on quality, style and fit. In 
& way we are becoming closer competitors to our up- 
stairs departments than ever before. And for that 
matter, closer competitors to all street floor shoe stores 
and departments in the city. 

Conservative shoes are obviously the backbone of a 
basement shoe operation. With us the prices are $4.00, 
$5.00 and $6.00, with the play naturally in the middle. 
Now the conservative shoe buyer in the market for 
$5.00 shoes is not in the market often enough to enable 
any basement buyer to build a rapidly growing volume. 
Novelties are the one out. Many buyers have steered 
away from high style novelties on account of chain 
store competition. 

Quite a few of us have definitely proven it is possible 
to operaté a profitable high style shoe business in 
basement departments, meeting chain store competition 
on the basis of price, style and quality. In addition 
to matching all that the chains have to offer, we give 
our patrons the further advantages of trading in a big 
city store. Deliveries and charge accounts are still an 
important item. The question of “Where do you get 
your shoes?” when answered by “At May’s” gives a 
real amount of satisfaction. 

[TURN TO PAGE 53, PLEASE] 








There is always a Market for 


COMFORT 
The Straight Last 


IN KID AND KANGAROO 





No. 8613 


by Connolly 


Oxfords and High Shoes—Black and 
Brown-—we have them In-Stock—a 
selection of 16 Straight Last pat- 
terns. The softness of Kangaroo and 
Kid combine with Connolly’s con- 
struction to increase this comfort fea- 
ture. Connolly, as usual, is equipped 
to help you complete your stock. 
Write for our catalog—Kangaroo and 
Kid men’s shoes exclusively—In Stock 
for immediate shipment. 


No. 8613—Blucher Oxford. No. 9012—Bal Oxford. 
Both Black Genuine Australian Kangaroo—London 
Straight Last 


Sizes AAA AA A B c D E 
8613 8/12 7/12 7/12 5/12Y%2 5/13 5/13 6/12 
9012 7/12 6/12 5/12 56/12 5/12 5/12 


CoNNOLLY 
SHOE COM PAN Y 


Stillwater, Minnesota 
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STRENGTH 
SECURITY 
ECONOMY 






UNISHANK 


BREASTLOCK 
HEEL 


UNISHANK innersoles and BREASTLOCK wood heels are two 
logical and practical features that progressive manufacturers 
are using on women’s high heel shoes. 


The BREASTLOCK heel with its special anchoring device, to- 
gether with UNISHANK innersoles, gives new security against 
“kicking under” or “kicking back.” Smaller and shorter soles 
can be used and flap laying is eliminated. Unishank gives 
rigid arch support that is vitally essential. 


Modem style versions emphasize the importance of these two 
basic improvements in shoemaking technique. 
















UNITED SHOE MACHINERY CORPORATION 


BOSTON. MASSACHUSETTS 
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Shoe Yeuss 


THIS WEEK IN THE SHOE TRADE 
SATURDAY, NOVEMBER 20, 1937 


NATIONAL NEWS 





Retailers Urge Profits Tax Repeal 





Join with Other Groups in Asking Discontinuance of Levy 
on Undistributed Surplus of Corporations 


WASHINGTON—The National Council 
of Shoe Retailers and the National 
Shoe Retailers Association have joined 
with eight other retail groups affiliated 
with the Retailers National Council in 
urging repeal of the present undis- 
tributed profits tax. 

If a move for outright repeal fails, 
these groups, it was indicated, stand 
ready to push for revision to protect 
the small merchant and encourage ex- 
pansion by the removal of present in- 
iquities. 

“The .present complex Federal tax 
system, with its inherent instability of 
revenue, with its obvious inequities, 
should be simplified through amend- 
ment,” the Council said in a prepaped 
statement. “In that belief we take for 
granted that the Congress believes with 
us that our taxation program should 
have as a cardinal principle the en- 
couragement of enterprise and the 
preservation of the profit motive in the 
American economy.” 

Among six recommendations urged 
by the retail groups was the suggestion 
that 30 per cent of the net undistributed 
earnings be retained free of any un- 
distributed. profits tax. 

While gpposition: to the tax continues 
to grow, Administration tax experts 
and House Ways and Means Commit- 
tee members are scrutinizing sugges- 
tions from business groups that repeal 
or at least modification will permit 
needed expansions and allow weak cor- 
porations—those operating with defi- 
cits, or coming out of bankruptcy—to 
weather the storm. 

The Treasury’s recommendations for 
revision of present tax laws, under con- 
sideration by experts since last spring, 
are being given an airing before a 
House subcommittee and, while revision 
of the undistributed profits tax is ex- 
pected ultimately to be given Adminis- 
tration approval, it is not generally be- 
lieved that the plan will call for any 
reduction in the aggregate tax load. 

President Roosevelt has been non- 
committal on the subject but most of 





DATES TO REMEMBER 


Monthly Shoe Buyers’ Days, Chicago 
Shoe Travelers Association, Hotel 
Morrison, Chicago, Ill. 

November 29, 30, 1937 


National Volume Shoe Manufacturers 
Association, Annual Spring Show- 
ing, Hotel New Yorker, New York 

i Nov. 29, 30; Dec. 1, 1937 


Meeting of Orthopedic Shoe Men’s As- 
sociation, Hotel McAlpin, New York, 
8.15 P.M. Nov. 30, 1937 


National Shoe Travelers Association 
Twenty-Seventh Annual Convention, 
Hotel Morrison, Chicago, IIl. 

January 1, 2, 3, 1938 


National Shoe Fair, Hotel Stevens, Chi- 
cago, Ill. .......... Jan. 3, 4, 5, 6, 1938 


Northwestern Shoe Retailers Regional 
Association Annual Convention-Ex- 
position, Hotel Radisson, Minne- 
apolis, Minn.....Jan. 9, 10, 11, 12, 1938 


Joint Convention and _ Exhibition 
Southwestern Shoe Travelers Asso- 
ciation and Texas Shoe Retailers 
Association, Fort Worth, Texas 

Jan. 9, 10, 11, 12, 1938 


Michigan Shoe Dealers Association 
Annual State Convention, Hotel 
Statler, Detroit, Mich. 

January 9, 10, 11, 1938 


Indiana Shoe Travelers Association 
15th Annual Convention, Claypool 
Hotel, Indianapolis, Ind. 

Jan. 16, 17, 18, 1938 


Southern Shoe Exposition, Miami- 
Biltmore Hotel, Coral Gables, Fla. 
Jan. 17, 18, 19, 1938 


Middle Atlantic Shoe Retailers Asso- 
ciation Annual Convention, Benja- 
min Franklin Hotel, Philadelphia, 
UN ao: . Reteua February 13, 14, 15, 1938 





his financial advisers, with the possible 
exception of Herman Oliphant, Trea- 
sury Department general counsel, have 

[TURN TO PAGE 56, PLEASE] 


York Retailers Oppose 
Trade Treaty 


York, Pa.—The York Shoe Retailers 
Association at their regular meeting 
November 4, vigorously objected to the 
proposed reciprocal trade agreement be- 
tween the United States and Czecho- 
slovakia with its concession on shoes. 

The association voted to send copies 
of the resolution setting forth their 
stand to the congressmen and senators 
from this state. A lively discussion 
on the effects of allowing the conces- 
sion to the European country was led 
by Myer Smith and Edward Reineberg. 
During the discussion it was brought 
out that the dealers felt that instead of 
making any concession to shoe imports 
from Czechoslovakia through a recipro- 
cal trade agreement, American shoe 
manufacturers should have protection 
against what was termed—“the rising 
menace to our markets,” through in- 
creased duties on Czechoslovakia shoes, 
and where necessary, to equalize 
Czechoslovakia costs as nearly as pos- 
sible with our domestic costs of produc- 
tion.” 

The small retailer and the workman 
are menaced by foreign made shoes, the 
men. declared. 

Samuel Brueggeman, president, was 
in charge of the meeting. A committee 
composed of Louis Leibowitz, Willis 
Gilbert and Charles Martin was named 
to plan a get-together meeting to be 
held in January. The next meeting will 
be held December 9, at Smith Brothers 


shoe store. 


Quality Sales Show Increase 


SAN FRANCISCO, CALIF.—G. F. 
Thorn, manager of Roos Bros. men’s 
shoe department, is interested to ob- 
serve that the store’s shoes priced at 
$12.50 and up have shown an increase. 
to date of 80 per cent in sales over last 
year. The increase has been particu- 
larly observable during the past ten 
weeks. Mr. Thorn attributes the in- 
crease in part to improved consumer 
attitude towards buying, and in part to 
the fact that his remodeled department 
permits of carrying in stock more styles 
and patterns and a far larger range 
of sizes. 








ALL shoe selling reaches its climax at 
the fitting stool. Behind this crucial 


moment of sale are months of effort on 


the parts of designers, manufacturers, 

and merchants. Into this setting have 

gone the creative abilities of display and adver- 

tising men, all to bring the customer to the chair in 

which she now sits. This is the SEAT oF FINAL JUDGMENT, and the 

destinies of all those who have had any part in producing the shoe which 

she examines so critically, rest in her neatly gloved hands .. . and in the facile, 
understanding hands of the man who sits at her feet. Even more than the lady who will 
wear them, this man must believe in your shoes and in the materials that have gone into 


them; he must know why they are the best shoes for this most discriminating customer. 

























la Your Sales Message to The Man at the Fitting Stool 


In Boot And Shoe Recorder’s Great National Shoe Fair Number 
December 25, 1937 


A MOST significant part of Boot and Shoe Recorder’s active buying circulation is its cover- 
age of the man at the fitting stool, be he merchant, buyer, or shoe clerk. And most important 
of all the 52 issues of Boot and Shoe Recorder to him is the National Shoe Fair issue which 
is published yearly in anticipation of the greatest event in the shoe buying season. The National 
Shoe Fair is the meeting place where merchants and manufacturers meet to buy and plan for 
the selling seasons ahead, and the National Shoe Fair issue of Boot and Shoe Recorder is the 


natural medium through which the shoe and leather industry sounds its keynote for 1938. 


It will be a veritable Who’s Who of the entire industry, a 


buying guide for those thousands of merchants who will li ine) FIT 
THROUGH 


attend the shoe fair and for the many thousands more who « a atne) M a 











But far more important to you, it will 





must stay at home. 
be for all their source of supply and buying guide for the 
whole of 1938. Obviously, here is your logical medium to 


tell this important man at the fitting stool, be he buyer, 
\\ 
i 


. , \ | 
If you have not made your space reservation, a wire, phone | ( R™ \ 


merchant, or clerk, your selling message for 1938. 







call, or letter will bring a Recorder representative. Forms 


close December 12, 1937. 
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A Chilton ® Publication 
239 WEST 39th STREET NEW YORK CITY 
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DANVERS SHOE CoO. 
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HAND CRAFTED 
QUALITY SLIPPERS 


Tre 


OPERAS. 1 
Price $1.90. 
1 EVERETTS. | 


Price $1.90. 


1 ROMEOS. Me 1 silk 
Kid Price $2.20. 


NEWBURYPORT, MASS. 








Expect Large Attendance at Northwest Show 


Record Early Registrations Promise W'ell-Attended Showing 
of Northwestern Shoe Retailers Regional Association 


MINNEAPOLIS, MINN. — Tuesday, 
January 11, will be Style Day at the 
annual convention of the Northwestern 
Shoe Retailers Regional Association in 
the Hotel Radisson, Minneapolis, on 
January 9, 10, 11, 1938. 

Headlining the program which will 
be held in connection with a luncheon 
in the Flame Room, is Kate Arlene 
Goldstein, fashionist for the A. C. Law- 
rence Leather Company, New York. 
Following Miss Goldstein’s address will 
be a Fashion Forum with the New 
York style authority in the role of 
moderator. 

On the preceding day Federal Legis- 
lation will have the right of way, the 
speaker being Congressman Wright 
Patman of Texas, who will make his 
third platform appearance in two years 
in Minneapolis under the auspices of 
the retail shoe association. 

The annual banquet will be held in 
the Flame Room of Hotel Radisson on 
the evening of January 10, with Charles 
F. Englin, Stillwater, Minnesota, shoe 
manufacturer, in the role of master’ of 
ceremonies. 

With the convention nearly two 
months distant, more display reserva- 


tions have been booked than at any 
time in association history this far in 
advance of the convention. All rooms 
on the third, fourth, fifth, sixth and 
seventh floors of the convention hotel 
have been assigned with a nice start 
made on higher floors. All indications 
point to the largest total number of 
lines ever shown at a Twin City foot- 
wear exposition. 

Heavy advance sleeping room re- 
servations by shoe retailers are also re- 
ported by Hotel Radisson, the number 
being far in excess of those of any 
previous year. 

Cooperating with the retail associa- 
tion in the coming convention is the 
Northwestern Shoe Travelers Associa- 
tion. Its members will give a party 
for visiting merchants on the evening 
of Tuesday, January 11, the closing day 
of the convention. 

Sunday, January 9, the opening day, 
will, with the exception of the annual 
meeting of officers and directors, be 
given over in its entirety to the in- 
spection of sample lines. At the annual 
Board meeting it is expected that the 
next annual convention will be voted 
to Des Moines, in line with the resolu- 


tion adopted at the meeting of last 
year. 

Introduced three years ago in re- 
sponse to demand of members, the shoe 
retailers business program will include 
a closed session for retailers only on 
the closing day, following Miss Gold- 
stein’s address and style forum. Among 
the questions to be taken up will be 
the ever recurrent question of rubber 
footwear prices and terms. 

Shoe manufacturers and travelers 
wishing to show their lines at the con- 
vention are urged to hurry while choice 
rooms are still available. All requests 
for display space should be addressed 
to the Northwestern Shoe Retailers 
Regional Association, Minneapolis. The 
exhibit fee is $15, payable in advance. 
No reservations are made by the hotel 
direct. 





Jarman Salesmen Meet 


NASHVILLE, TENN.—Representatives 
who cover all sections of the country 
for the Jarman Shoe Company division 
of the General Shoe Corporation con- 
vened at the home offices of the corpo- 
ration in Nashville, in a recent meeting. 

Members of the Jarman sales force 
were organized into the Jarman “Tri- 
angle Club” at the meetings, member- 
ship to become certified in the club for 
each member placing representative 
stocks of Jarman Friendly, Airflator 
and Custom shoes in his territory. 

The address of welcome to the rep- 
resentatives was given by J. F. Jarman, 
chairman of the board of the corpora- 
tion. Other addresses were by W. M. 
Jarman, president, E. T. Bumpous, 
vice-president, J. F. Burns, sales man- 
ager, J. H. Lawson, general manager, 
and J. Palmer, factory superintendent. 

Advertising plans for the coming 
season were presented by Charles W. 
Cook, advertising manager, and Shelley 
Tracy, president of Tracy-Locke-Daw- 
son of New York, advertising agency 
which handles the Jarman account. 

Enlarged campaigns will be run in 
the Saturday Evening Post and 
Esquire, including four-color full pages 
in both magazines. A special campaign 
on the Jarman Airflator and Two-Plane 
shoes will be featured in the Post cam- 
paign. 


Michigan Retailers and 


Travelers Meet 


DETROIT, MIcH.—The executive board 
of the Michigan Shoe Retailers Asso- 
ciation and the Michigan Shoe Travel- 
ers Club, whose membership is 
composed of wholesalers and shoe manu- 
facturers’ representatives, held a joint 
meeting on Wednesday evening, Novem- 
ber 10, at the Hotel Statler. The meet- 
ing was principally devoted to. a 
discussion of plans for the state con- 
vention of the association to be held in 
Detroit in January. Much enthusiasm 
has been evidenced in the convention 
thus far with a large number of reser- 
vations already made. An attendance 
of 3,000 shoe men is expected. 
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Better Shoes for Basement 
Department 
[CONTINUED FROM PAGE 47] 


Then again, a buyer for a basement shoe department 
located right in his home town must know his trade 
more intimately than a group buyer for many stores. 
Therefore, the individual buyer is in a position to carry 
a much more comprehensive basic stock, which is vital 


The opening of the “Buster Brown” shoe department by 
The May Co., Los Angeles, as an exclusive line in their 
new and completely modernized basement shoe depart- 
ment was introduced by a specially prepared radio pro- 
gram, considerable newspaper space, as well as generous 
window displays. 
for successful basement operation. He can reach out 
for the novelties he knows will sell, merchandising these 
lines in that fast manner so necessary to show a decent 
profit. Novelties are merchandised separately from the 
basic stock, for in this case the style value of the shoe 
is the determining factor in pricing it. Like biscuits, 
these shoes are good only when they are hot. 

This present way of running a downstairs shoe 
business is entirely different from the old-time way, 
when nothing but promotional methods were used. 
Shoes offered to the public today are presented with 
the idea of filling a definite wardrobe need. They are 
shoes we are proud to carry and to sell, so we are most 
careful they are sold right. 

In building a successful children’s shoe business, 
price does not play such an important part as does 
quality and proper fit. As a rule we let the price of 
the children’s shoes fall where it may, within reason. 

Since prices advanced this year, the basement shoe 
business has become more stable, and our salespeople 
are not meeting the price resistance on the higher 
priced levels. 

Basement shoe department at May’s is operated as 
a regular retail shoe store and not as a series of price 
promotions. In children’s shoes, thoroughly trained 
salespeople, a well-kept stock of standard merchandise 
and a basic stock constantly sized up is proving to be 
a winning combination. 

Promotions are regularly used here, but they are not 
the one dominant point used in bringing the people 
to us. In a sale of $1.47 nurse oxfords some 500 pairs 
were sold last week in one day, yet the great majority 
of people bought regular goods at regular prices. 





Quaker City Grerentls 
BOYLSTON 


A KID SHOE 


for a young man 


Boy ston, a custom brogue designed 
by Stetson, is an excellent example of 
fine detailing on kidskin. Essentially 
tailored, with trim lines and double- 
stitched tip, it is a young man’s shoe. In 
Quaker City Bond Tan Kidskin, No. 10, 
it has the lightness and resiliency so 
important in a town shoe. 


Norfolk Brown, Quaker City, 
No. 20 


& Bond Tan, Quaker City, No. 10 
Ms £33) Quaker City Black 


QUAKER CITY 
DIVISION 


ALLIED KID COMPANY 


519 West Huntingdon St.. Philadelphia, Pa. 
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Comfort Shoes 


tt le el le eel 


FELT FOX BALS #? 


GENUINE HAND TURNED 


IN STOCK 
4-9 Width EE 
Red felt lined 




































No. 4626 $2.35 
as illustrated. Black kid 
vamp and fox with felt 


No. 4625 ...... $2.10 

All felt with black 
kid side patch and 
nt seam. 





















| ABBOTT BROS. SHOE CO. 
@—— HAVERHILL, MASS. 
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Men's Shoes 
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100 Styles in Stock 


Since 1875 this famous shoe 
has meant that a man need 
not sacrifice comfort to get 
style. Hine & Lynch Shoes 
are Quality shoes. 


Fit the feet and keep them fit. 
HINE & LYNCH SHOE CO., Inc. 


142 Duane St., New York City 








Retail 
$6.50 to $8.50 
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“HIGHEST GRADE ONLY" 
EAST WEYMOUTH, MASS., U.S.A. 
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Romig New Bootmaker 
Promotional Director 


BELOIT,” Wis.—Kenneth Romig has 
recently been added to the staff of the 
Freeman, Shoe Corporation to serve in 
the capacity of promotional director in 
the Freeman Bootmaker division. He 





























KENNETH ROMIG 


has a splendid background of experi- 
ence, both in the shoe field and in prac- 
tical merchandising promotions. His 
work has been largely with the out- 
standing shoe and department stores 
from coast to coast. Mr. Romig spent 
several years with the Red Cross Shoe 
Co. and with Florsheim. 

In commenting on his new connec- 
tion, Mr. Romig says, “I have been 
asked by many friends in the shoe 
trade why, after two decades spent in 
the selling and promotion of women’s 
shoes, I have switched to the men’s 
field. My answer is simply this; I be- 
lieve there is a greater opportunity for 
profitable merchandising in men’s high- 
grade shoes today than exists in any 
other part of the shoe business and I 
want to have a part in the development 
of it. 

“T have made a mighty happy con- 
nection. The Freeman Shoe Corpora- 
tion has built up a very enviable repu- 
tation both with the trade and the 
consumer. After spending a few weeks 
at Beloit, I can appreciate why this 
company enjoys the confidence of those 
it serves. The entire staff is manned 
by young men who are “old timers” 
with Freemans. The solid honesty of 
their policies and their manufacturing 
methods has won my respect as it has 
others who have contact with this firm.” 


C. H. Nahles Represents 
Green Line 

Boston, Mass. — C. H. (Charlie) 
Nahles, well known to juvenile shoe 
buyers from coast to coast, has joined 
the sales staff of the Green Shoe Manu- 
facturing Company of Boston. 
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STYLE No. 463 


EVERY 
POSSIBLE STEP 
HAS BEEN TAKEN 


to make these ideal Flexible Hard 
Soles (2 to 8 sizes) the finest chil- 
dren's shoes possible to produce. 
They represent the progressive de- 
velopment of 25 years of experi- 
ence, plus the assistance of many 
foot specialists through our De- 
partment of Medical Cooperation. 
These little shoes will add to the 
volume and reputation of your 
Juvenile Department. 


MRS. DAY'S 
IDEAL BABY SHOE 
COMPANY 


DANVERS, MASS. 


Manufacturers of Fabric—Cushion—Soft 
Sole—intermediate and 


FLEXIBLE HARD SOLES 











Mr. Nahles will carry the complete 
lines of this company, including Junior 
Arch Preservers and Stride-Rite Shoes, 
as well as the regular, unbranded lines 
for growing girls, misses and children, 
and will make his headquarters at Room 
610 in the Marbridge Building, New 
York City. 

Mr. Nahles formerly was with John 
Ennis, Inc., of Brooklyn. 





Committees Named for 
Indianapolis Buyers Week 


INDIANAPOLIS, IND.—Committees in 
charge of the Fifteenth Annual Shoe 
Buyers Week, sponsored by the Indiana 
Shoe Travelers Association have been 
named by E. C. Smeltzer, acting presi- 
dent. The meeting is scheduled for 
January 16, 17 and 18, 1938, in the 
Claypool Hotel, Indianapolis. 

Committees are as follows: 

E. C. Smeltzer, manager of the con- 
vention and chairman of the finance; 
G. L. Tovey, chairman of entertain- 
ment; F. Brown, membership chair- 
man; E. P. Bayless, chairman of recep- 
tion; A. F. McCord, chairman of 
registration; Herbert H. Smeltzer, in 
charge of signs; John C. Honaker, di- 
rectory chairman; Louis Stern, chair- 
man of prizes, and Homer H. Beals, 
chairman of drawing. 

Displays will be spread over five 
floors of the hotel, and from present 
indications the affair will be one of 
the largest in recent years. 
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Publicity Stunts That 
Helped Sell Shoes 


[CONTINUED FROM PAGE 42] 


day callers at the store for the pictures 
of their favorite stars. This stunt has 
been running now for over thirty weeks, 
and as a thousand pictures are given 
away each week, it stands; to reason 
many homes have some real collections, 
all of which carry the Murray Green- 
wood advertising. 

While he does not sell any children’s 
shoes, it was found to be good adver- 
tising when Shirley Temple dolls were 
given away at a Saturday afternoon 
showing of a Shirley film. Dolls were 
awarded on the basis of the best color- 
ing of a Shirley picture which was 
passed out at the store. 

“Baby Week” was so successful that 
it almost aged Mr. Greenwood to the 
gray hair stage. A local photographer 
agreed to take one picture free of all 
children whom Greenwood sent to him 
that week. Then what was judged to 
be the best baby would be given a 
screen test by one of the Hollywood 
studios. It was expected that this 
might attract fifty to a hundred women 
during the week. 


When women piled into the store bv 


the dozens, each with at least one kid, 
some with two or three, a young riot 
almost started. The photographer, who 
never took over a dozen pictures a day, 
threw up his hands after the first har- 
rowing day’s experience and quit cold. 
The reader can fill in the rest of the 
sad experience. Some 500 women reg- 
istered their entries during that hectic 
week. 

That sure fire hit of tying up with a 
cooking school is always worked. Here 
the cooking school lasts all during a six 
week’s term, so with the demonstrator 
wearing shoes sold by the store and 
giving the shoes a plug at each session, 
it is felt that some good returns are 
sure to be had. 

A yearly feature is the hiring of an 
artist who does free charcoal sketches 
of Greenwood’s customers. The artist 
is placed in the store lobby for his 
sketching, so enough crowds congregate 
to warrant having an officer keep the 
path to the store open. At that, enough 
women push their way into the store 
to make this a big money making 
week. 

Then a large frame, four by six feet, 
on which was attached over a hundred 
genuine autographs of big movie stars 
attracted continuous crowds to the 


| 





front window during the time it was | 


on display. 


Souther New Hagarty 
Sales Representative 


CHICAGO, ILL.—Norman N. Souther, 
of the Chicago Shoe Traveler’s Associa- 
tion. is now representing the P. Hagar- 
ty Shoe Company of Washington Court- 
house, Ohio, traveling Chicago, Mil- 
waukee and surrounding territory. 





When a Man Buys Shoes 
Inside | Information 


with X-RAY is a Fitting “Must" 


A man, displeased with the fit or wearing qualities, is in 
many cases inclined to shop elsewhere for the next pair. 
With the Adrian X-RAY, you, the fitter, and he the wearer, 
can cooperate in selecting the proper shoe. Because he can 
see the condition of his feet, you can better explain what 
is necessary to correctly fit them. He is open to your sug- 
gestions, his sales resistance is lowered, and he is aware 
of your sincerity in fitting him with the correct type of 


footwear. 


FOOT STUDIES WITH X-RAY 


SUBJECT: A man 30 years old. 
CONDITION: Fairly good. The sesamoid 
bones under the great metatarsal head 
have slipped to the inside. (They should 
be directly under the metatarsal head.) 
This indicates a slight drop of the in- 
ternal longitudinal arch. 


CORRECTION: By the correct type shoe 
with a pad or raise, causing the sesamoid 
bones to work underneath the metatarsal 
head each time the wearer steps down. 
Combined with a narrower fit around the 
waist, the pad would help the large toe 
bones to locate in proper position. This, 
though a minor case, illustrates the bene- 
ficial effects of X-RAY fitting. 


SUBJECT: A man 40 years old. 
CONDITION: Shoes fitted too short and 
wide in childhood. Fifth metatarsal bent 
while bone was soft and young, by the 
wrong type last. The little toe is crowded, 
as are ends of other toes. 


CORRECTION: Since the foot has ma- 
tured, straightening the bones is beyond 
your power. You can merely point out 
the condition, and provide comfort by 
narrowing the shoe. However, be sure 
there is no bunion on the fifth metatarsal 
that might interfere. If such a_bunion 
exists the services of a chiropodist are 
necessary to first remove same. 


SHOE FITTER INC. 


3535 NORTH PALMER, MILWAUKEE, WISCONSIN 
STE TEE LL 
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Dancing Shoes and Taps 
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PROFESSIONAL TAP DANCE SHOE 
IN-STOCK 











re AB and C 


DAVID T. NATHAN 
138 Lincoln St., Boston, Mass. 

















Pat. Tap Slippers 
IN STOCK 


8 1:40 1.95 A-B-C 
622 C width only 
ALSO LOWER GRADE 


SCHWARTZ & HERDER, INC., MFRS. 
70-72 N. 4th St. Philadelphia, Pa. 
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adherents who plan to seek revision. He 
has indicated that failure to modify 
existing business tax levies, including 
the capital gains tax, will encourage 
widespread unemployment. 

Both the U. S. Chamber of Commerce 
and the National Association of Manu- 
facturers have filed protests with Trea- 
sury officials, demanding relief from 
what they describe as an inequitable 
tax structure. 

A good many groups have blamed 
these taxes as factors in the recent 
stock market decline and scores of 
authorities have asserted their relaxa- 
tion would definitely spur business. 

Other amendments recommended by 
the retail council follow: 

1. Exemption from the tax of net in- 
come to the extent required to replenish 
business losses of former years; 

2. Corporations failing to distribute 
profits where distribution would violate 
state laws or by-laws of the corporation 
in operation prior to enactment of the 
tax, should not be subject to penalty; 

8. Liberalization and clarification of 
provisions exempting from the tax 
those profits which are to be paid with- 
in the taxable year out of current earn- 
ings to discharge a debt or are to be 
irrevocably set aside for such purposes; 

4. Provisions affecting corporations 
having small profits should be clarified 
to make easier the application and com- 
putation of the specific credits to which 
such corporations are not entitled; 

5. A more reasonable period should 
be allowed for members of industry tc 
determine the amount of profit actually 
earned and the necessary profit to be 
retained, and more time for distribu- 
tion. Distribution within 90 days after 
the close of the taxable year should be 









Bowling Shoes considered as a distribution of the 
Be SEES: Re eects profits of such taxable year. 
PROFESSIONAL e ° 
BOWLING SHOES Obituaries 
eT Se 
Combination Sole | ~‘Thomas Gray 
Right Foot 
ae a Etyria, OHIO — Thomas Gray, 76, 
pati Fest shoe store proprietor and dean of 
Rubber Heel’ Elyria businessmen, died November 6, 





BROOKS SHOE MFG. Co. 
Swanson & Ritner Sts., Philadelphia 











Retailers Urge Profits 
Tax Repeal 


[CONTINUED FROM PAGE 49] 


expressed themselves in favor of modifi- 
cation. Jesse H. Jones, RFC chairman, 
Joseph P. Kennedy, Maritime Commis- 
sion head and former SEC chairman, 
and Marriner S. Eccles, Chairman of 
the Federal Reserve Board, are among 
the Administration stalwarts who 
favor revision of the tax, which imposes 
rates from 7 to 27 per cent on undis- 
tributed corporate surpluses. 

Senator Carter Glass, Democrat of 
Virginia, chairman of the Senate Ap- 
propriations Committee and ranking 
member of the Banking and Currency 
Committee, is among Congressional 


after a two-week illness, of heart 
disease. Born in Ireland, he was brought 
here at the age of three. Later taking 
up the trade of his father, he engaged 
in the business of making and selling 
shoes. He established his business in 
its present location on Broad Street in 
1879 and had the record of having per- 
sonally opened the store at 7.30 every 
morning for the past 58 years, until 
his fatal illness began. 

Mr. Gray is survived by his wife and 
three sons, Robert, Richard and John. 


Gifford Warner 


LEBANON, N. H.—Gifford Warner, 40, 
manager of the Endicott-Johnson Shoe 
Store here, was killed November 7 
when his automobile overturned on the 
Lebanon-Hanover highway. 

Mr. Warner, who was riding alone, 
was discovered soon after the accident 
by two Dartmouth students. 









You’re 
RIGHT 


when you 


write 







on your orders. 
It is the most 


. satisfactory 





popular . . 






+ « « economical... 


nap sueded leather. 
Available in colors. 
Specify it! 


SLATTERY BROS. 
TANNING COMPANY 


210 SOUTH ST. TANNERIES 
BOSTON, MASS. SALEM, MASS. 


















Mr. Warner, a former Saranac, N. Y., 
resident, had lived in Lebanon for five 
years and was well known in the town. 
He was a member of the Lebanon Lions 
Club. 

Survivors are his wife, a three-year- 
old daughter and his mother. 





Lovell Walters 


ROcHESTER, IND.—Lovell Walters, 74, 
shoe store proprietor here for fifty 
years, died November 9 in Woodlawn 
Hospital from injuries suffered: several 
weeks ago when he was struck by an 
automobile. 





William Routson 

WoosTER, OHIO—William Routson, 
71, former Wooster shoe merchant, died 
in Toledo recently, leaving his wife and 
five children. 





Dannen on Road for 
G. E. Smith Shoe Co. 


CoLuMBUS, OHIO—Ed Dannen, well- 
known shoe salesman, will act as field 
representative, developing accounts, for 
the G. Edwin Smith Shoe Company of 
Columbus. 

Ed’s long experience on the road and 
his wide acquaintance with shoe mer- 
chants, equips him unusually well for 
this important assignment. 
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your Accounts 





Inactive dollars now in 


can be put to work through 
Commercial Factoring. 





Receivable 


COMMERCIAL FACTORS CORPORATION 
SEVENTY-SEVEN FRANKLIN STREET, BOSTON 
TWO PARK AVENUE, NEW YORK 





COMMERCIAL 
FACTORING 














“rock bottom” facts. . 


to his requirements. . 


your hands. Concise, 


Advertising I 


Merchandising 


Em “_ loves Ideas 


Ideas to Attract Children 





Annwersary Sale I 


239 West 39th Street 





Buy THis Book 


Quick Help for Shoe Retailers 


This is the first and only book of its kind; an en- 
cyclopedia of practicable, workable ideas for the alert, 
experienced merchant. Not a theory in the book—all 
. It is NOT just another shoe 
book, but offers the shoe merchant the best ideas from 
almost the entire ee field for instant adaptation 


“2222 RETAILING IDEAS” 
Enables you to put ideas into action from the hour it reaches 
all “meat,” it ‘is ten 
books boiled down into one—a time-saver for 
the busy merchant, and a reminder of important 
details. Some of the 39 CHAPTERS— 


Ideas for ae See, Display, Stock-keeping 


Prize, Discount and Gift Ideas 
Unusual and Miscellaneous Ideas 
Management 5 eee Ideas 


ake Stores More Aagrantive 
Ideas That Attracted Christmas Cro 
Ideas for Merchants Who Get Together 


Cash, Credit and Collection Ideas 
deas 


39 Chapters Spine ‘scorns 

337 Pages ae List Ideas 

Dollar Day Ideas 
$3 3-00 Mother’s Day Ideas 
Hosiery Ideas 
me ni 2222 ideas, seven for a cent; one used 
mit with more than pays for the book. 
order 
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THESE WORLD FAMOUS 


ENGLISH 
RIDING 
BOOTS 


ARE MADE IN ENGLAND 





BY MASTER CRAFTSMEN 


IN STOCK 


ALL WIDTHS 


ALSO FIELD, AVIATOR & 
JODHPUR BOOTS 


MANFIELD & SONS 


1636 RANSTEAD ST. 
PHILADELPHIA, PA. 





































The Forgotten Feet 
[CONTINUED FROM PAGE 27] 


We not only need sensible shoes dur- 
ing the Summer months, but through- 
out the year. Since shoes are not only 
vital to our feet but to our general 
health and welfare, they should be 
selected with the utmost care. The 
purpose of shoes is to protect us against 
the exposure of detrimental climatic 
conditions and traumatic injury. Shoes 
should not be used for the purpose of 
changing the size or shape of a normal 
foot. People with large feet should 
wear large shoes and those with wide 





Shoe 


feet, should wear wide shoes. 
should extend at least three-fourths of 


an inch beyond the large toe. Many 
shoes are so narrow that it becomes 
necessary for the toes to be crowded 
and sometimes forced to overlap each 
other. It is unfortunate that we must 
have styles in shoes, because many 
times the most popular styles are the 
most detrimental to the feet. In select- 
ing one’s shoe store, we must base our 
selection not only on the honesty of the 
shoe man, but also on his intelligence. 
Unintelligent and dishonest shoe sales- 
men are responsible for more ailing 
feet than any other factor. They are 















inclined, too many times, to sell you 
what they have instead of what you 
need. If they haven’t your size in the 
particular shoe which you want, they 
will tell you that you can wear a size 
smaller or a size larger, depending 
upon what they have to sell. 

It is so much easier to prevent foot 
trouble than to cure it. If you are un- 
fortunate enough to buy shoes that 
hurt your feet, you will be money ahead 
in the long run if you discard them 
and buy a better fitting pair of shoes. 
If shoes fit properly, it is not necessary 
to break them in, because they will feel 
comfortable from the beginning. 
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Gold and Silver Repairer 


or. 
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INSTIL CONFIDENCE WITH 


SHU-PRIM 
GENUINE GOLD & SILVER 
REPAIRER 


Shu-Prim 1s a paste—not 
a liquid or a powder—is 
easiest to apply—used in 
leading shoe factories. 
One tube renovates your 
entire stock of metallic 
shoes. Repaired spots 


cannot seen. Retails 
for fifty cents a_ tube. 
Write 


SIGNAL 


CHEMICAL CO. 
268 Northampton St., 
Boston 














SO OO OFF re 


Nurses’ Shoes 


8 6 8 8 EP Ee PTS 





Flexible, Shape Retaining 
NURSES’ OXFORDS 


Made on the 
New OSCO 
Process 


IN-STOCK 


* 









Ne. 2000 
sn, 
. ate) 


wisn OWENS SHOE Co. 
i" 28 Goodhue St., Salem, Mass. 
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ELAM'S 


PRE-WELTS 


Adventures in Shoe 
Shopping 


[CONTINUED FROM PAGE 21] 


friendly. She knows thousands of 
Santa Ana people, and all about 
their children, their businesses, and 
their dogs. She makes it a point to 
greet everyone who comes into her 
store, and to exchange conversation 
with customers she knows. But she’s 
wise enough to realize there are dan- 
gers the friendly, “personal touch” 
merchant must avoid. 

“Be sure,” she warns, “that your 
customers feel free to go out of your 
store without buying anything. Unless 
you have a tremendous stock of shoes, 
you must accept the fact that you 
won’t always be able to give your cus- 
tomers just what they want. Don’t be 
afraid you’re losing their loyalty when 
they don’t buy every pair of shoes from 
you. Let them feel perfectly free—and 
they'll be back. 

“From my own experience I know 
how embarrassing the ‘personal touch’ 
can sometimes be. In several stores 
here in Santa Ana, where I, know the 
proprietor personally, I almost feel I 
should apologize if I leave without buy- 
ing something. Consequently, I’m very 
apt to avoid those places in favor of 
other stores where I feel freer. 

“And so, in my own store, when a 
customer doesn’t find what she wants, 
I often suggest places where she might 
have more luck, and sometimes I even 
offer to make inquiries for her the 
next time I am in Los Angeles.” 

Merchants who dread the mess and 
confusion of remodeling their stores 
will be interested in one experience 
Mrs. Peterson has had with her cus- 
tomer loyalty. 

“When I remodeled my store front 
two years ago, I thought business would 
be pretty much at a standstill,” she 
relates. “But instead, I had more busi- 
ness that month than usual! I found 
my old customers were just as curious 
and interested as I was in seeing how 
things were getting fixed up. They 
loved to climb over the scaffolding.” 

Mrs. Peterson, I believe, is a success 
at the personal touch because she isn’t 
“gushy.” In my own experience, I’ve 
had certain merchants irritate me ex- 
ceedingly by an overdone, obviously in- 
sincere “friendly” approach. 

Sebastian’s Brownbilt store is first 
and foremost a comfortable family shoe 
store. Prices are lower here than at 
Newcombe’s or Peterson’s. Women’s 
shoes are $3.95 to $6.50, and men’s 
from $5 to $7.50. “We cater to the 
Chevrolet-Buick trade,” says William 
J. Sebastian, son of John Sebastian, the 
founder. 

Because of their lower prices, Sebas- 
tian’s is more in danger of competition 
from the chain stores. Consequently, 
says William J., they give a good deal 
of attention to service, and strongly 
stress correct fitting. 

“T insist that any salesman of mine 
take one of the correspondence courses 


754—Black Patent Leather 
756—White Elk 


Give children a happy, healthy start 
in life by correctly fitting them with 


scientifically made shoes. 


Elam Pre-Wel!s enable you to do this 
with complete confidence—and profit- 
ably. 

Send for our catalog of styles in stock 
for immediate delivery. 


F.S. ELAM SHOE CO. 


176 No. WATER ST. ROCHESTER, N. Y. 
DISTRIBUTORS 

NEW YORK 439 Marbridge Bldg 

BOSTON: Lane B 

NEW ORLEANS: 


ros 
B. Rosenberg & Sons 
LOS ANGELES: Boston Shoe Co. 











in arch support work. The courses 
don’t cost anything, and they’re tre- 
mendously valuable in teaching you 
about the bones and muscles, and their 
position and function. Even if a sales- 
man never does arch support work, it’s 
a great help to him to have his cus- 
tomers say, ‘He sure knows the foot.’ 

“But don’t overemphasize your foot 
knowledge. Let your customer gather 
it from your conversation. When he 
tells you what his trouble is, be able 
to discuss his case intelligently.” 

Since Sebastian’s is a family shoe 
store, he makes a special appeal for 
the children’s trade. He says he’s had 
good success with this slogan in his 
newspaper ads: “Buster Brown health 
shoes for the hard-to-fit boy and girl.” 

Fred H. Rice and his son, Russell, 
have a corrective shoe store. It has 
old-fashion, utilitarian seats, and a 
high partition between the men’s and 
women’s sections. Thousands and 
thousands of shoe boxes line the walls. 
There is no attempt at glamor. Obvi- 
ously, this is a shoe store with no 
nonsense about it. 

“That’s the impression we try to 
give,” beamed Mr. Rice. “Our cus- 
tomers are mainly interested in getting 
comfortable shoes. They’re suspicious 
of the fancy stuff—if we tried to fix 
up the place very much, they’d say, 
‘Well, I suppose we’re going to pay 
for it!’ 

“We make no effort to interest the 

[TURN TO PAGE 64, PLEASE] 
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Shoe Business Good in Philadelphia 


1937 


Although Black Leads, Brown Suede Enjoys Good Sales 
Percentage—Low Heels Popular with Younger Set 


PHILADELPHIA, PA. — A _ business 
averaging 40 per cent better than last 
year is the proud record being hung up 
at Dalsimer’s shoe store, according to 
Murray Rolfe, who believes in giving 
the public what they want at prices 
they can afford to pay. They cater to 
youngsters who want smartness at a 
price because they will eventually be 
the women who will buy better shoes 
later on. They keep right in step with 
fashion, or even a jump ahead of it if 
possible, for they believe shoes are sold 
from a purely style angle to a greater 
degree now than ever before. The style 
element is even stressed in shoes for 
women who wear the corrective or 
orthopedic type. 

Sales this Fall have been pre- 
dominately in suede, with black leading, 
but Mr. Rolfe considers brown an im- 
portant “dark horse.”? Brown, he thinks, 
is going to be better than anybody ex- 
pected this year. They are selling it 
steadily and customers are apparently 
glad to find a store which stocks a good 
brown selection. 

Mr. Rolfe quotes many women as 
coming with a pre-discouraged look.and 
the question, “Do you have any brown 


shoes?” It seems Dalsimer’s somewhat 
expected this, and¢the answer is they 
do, and quite a selection of them, too. 

Low heels are still going to football 
games in Philadelphia, despite the re- 
turn to elegance in Fall and Winter 
fashions and the much talked of 
Directoire influence. Girls and women 
are dressing more elaborately this sea- 
son for town affairs and even shopping 
days, but classic tweeds and casual 
clothes predominate at football sta- 
diums, and these definitely mean low- 
heeled, sturdy-looking shoes. 

The soft toe and square toe types in 
suede and bucko, used with both covered 
and leather heels, are popular; stitch- 
ing, perforations and _ contrasting 
leather or grain trim are some of the 
outstanding sport shoe decorative notes. 

I. Miller promote a regular football 
shoe in their Ingenue department, call- 
ed the “Stadium Oxford,” as a perfect 
companion for the tweed ensemble and 
the new type of chunky fur jacket, 
popular among the younger set this 
autumn. They show them in black or 
brown bucko, trimmed with alligator 
calf. The heel is leather and medium 
low in height. 





Store Issues Shoppers’ Guide 


Cuicaco, Itt. — A basic shoppers’ 
guide to value in children’s shoes is 
provided for customers by Wieboldt’s 
Department Store, here. This pamphlet 
entitled “How to Judge Value in Chil- 
dren’s Shoes,” is an independent survey 
prepared by The Household Science 
Institute and part of a wide range of 
consumer education literature provided 
by the store. Along with the shoe in- 
formation in the folder there is this 
message from the store, “Full Value 
is Quality Balanced with Price.” It 
further reads “Fifty-three years ago 
Mr. Wieboldt said ‘Give our customers 
good goods at low prices.’ Today, as 
then, we constantly strive to give our 
customers full value in our merchan- 
dise. It is in keeping with this policy, 
that we offer you the Independent In- 
formation furnished by the Household 
Science Institute with the belief that it 
will help you to judge value, no matter 
where you buy.” 

First in judging shoes, customers are 
advised by the pamphlet to remember 
the importance of children’s feet and 
the possible defects from wearing in- 
correctly. fitting shoes. One section is 
devoted to correct size and fit and urges 
customers to go to a.store where they 
specialize in fitting children with infor- 
mation given as to how shoes should be 
correctly fitted. Another section is de- 
voted to cut and style, another to com- 
fort, one to shoe construction, one to 


materials used in shoes, one to care of 
the shoes after they have been pur- 
chased, and one on foot health. 


Juvenile Store Moves 


NEw ORLEANS, LA.—The Juvenile 
Shoe Store, Red Goose Shoe dealers, 
have closed their store at 111 Baronne 
Street, here, and will occupy the store 
in the historic Tulane-Crescent arcade 
a few doors up the street, as soon as 
alterations and construction work is 
completed which will be about Decem- 
ber 1. 

Lillian Capers and Mary Blaine of 
the Juvenile staff are selling Red 
Goose children’s shoes in the shoe de- 
partment of the Marks Isaacs depart- 
ment store, at present the only exclu- 
sive Red Goose children’s shoe depart- 
ment in New Orleans, until the new 
location is ready. 


Store Moved to 
Larger Quarters 


PROVIDENCE, R. I.— The Arch Pre- 
server Shoe Store, operated by Emer- 
son-Ward, Inc., which has been located 
at 159 Westminster Street with the 
Sullivan Co., has removed to a store of 
its own at 137 Mathewson Street. 

The store has approximately six 
times its former floor space and three 
times as much stock space. 
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Dayton Shoe Club Meets 


DayYTON, OHIO—Existence of an ap- 
parent buyers’ strike, slightly lower 
prices on Spring ladies’ shoes and cut- 
outs and perforations to be the bigger 
sellers were the principal points brought 
out by three members of the Dayton 
Shoe Retailers Club who attended the 
recent Shoe Fashion Guild of America 
in New York City and submitted their 
reports at the local dinner meeting held 
November 10 in Hotel Miami. 

M. H. Riggs, club president, Louis 
A. Miller of Elder & Johnston Com- 
pany, and Elmer Blomquist of Rike- 
Kumler Company, formed the trio giv- 
ing their views on the New York show. 

“There appeared to be no alarm over 
future business,” reported Mr. Riggs, 
“but it appears that prices will be 
slightly lower for Spring.” 

Decision was made to send a bouquet 
of flowers to Ray Willner of Rike’s, 
who has returned home from Miami 
Valley hospital where he had been con- 
fined for six months. Those wishing to 
send him messages may do so by ad- 
dressing him at 249 Fillmore Street, 
Dayton, Ohio. 

P. J. Myer introduced a resolution, 
seconded by Harry Buck, calling on the 
club to take a definite stand against 
the importation of shoes from Czecho- 
Slovakia. After it was explained that 
the National Association of Shoe Re- 
tailers is handling the matter at Wash- 
ington, it was decided to table the reso- 
lution for the time being. 

The next dinner meeting of the Day- 
ton Shoe Retailers Club is slated for 
December 15 when it is expected the 
annual Christmas party will be staged. 


Green Salesmen Hold Meeting 


Boston, Mass. — Following several 
days given to completing the details of 
the new Spring line, the staff of the 
Green Shoe Manufacturing Company 
recently sat down to dinner at the Hotel 
Lenox, with several guests representing 
the retail and allied branches of the 
industry from widely scattered parts 
of the country, as well as factory per- 
sonnel concerned with styling, sales 
and in-stock service operations. 

At the head table were J. A. Slos- 
berg, mainspring of the company and 
affectionately known as “Jake”; S. L. 
Slosberg, in charge of sales and styl- 
ing; C. A. Slosberg, responsible for 
production and the Green in-stock ser- 
vice; “Dave” Aronson, southern and 
western representative; “Tom” Lalond, 
both senior and junior, middle west 
representatives; “Tim” Murphy, spry 
oldster who covers New York State 
and Pennsylvania; Max Swartz, 
Greater New York and surrounding 
territory; Martin Landay, who travels 
New England; Charlie Nahles, latest 
addition to the Green staff who makes 
his headquarters in New York City; 
Charles Spiegel, pattern and style co- 
ordinator; John Noll, in-stock special- 
ist; and John Connell, credit man. The 
only absentee was T. L. Mattox, who 
covers the southeast. 
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THE TICKET 


UNGDY £67 n0atD, 
yO! 


CHRISTMAS 
DISPLAYS 








Appropriate Xmas deer de- 
sign with bright red back- 
ground and text in marine 
blue. Harmonizing ticket in 


red, green, and white. 














CARD HOLDERS 


Two styles available: Netura! 
wood finish as illustrated 
above; or oval base-burnished 
gold—three color trim. These 
modernistic holders take any 
size card, and harmonize with 
the finest window display fix- 
tures. 


Supplied with annual services. 
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Everyone Passing 
is a Possible Prospect 


SELL THEM 


DISPLAY CARD SAMPLES, HARMONIZING TICKETS 
and SELLING MESSAGES SENT ON REQUEST 


Pouy Cup 





Natural View 
SHOE HOLDER 





14 snappy and informative selling messages 


each month for men's, women's, children's shoes, 
women's hosiery. store service, fitting, quality, styles. 


Single cards, 60c each—without text, 35¢ each 
(PRICES FOR MONTHLY SERVICE SHOWN ON OPPOSITE PAGE) 


ATTRACTIVE HAND LETTERED PRICE TICKETS 


In popular denominations and blank. 


tickets available. 


Samples of in-stock 


WITHOUT STORE NAME: 6 dozen, $1.10—12 dozen, $2.00 


WITH STORE NAME: 


100 tickets, $3.00—200, $8.00 


CHECK WITH ORDER, PLEASE, UNLESS C.O.D. PREFERRED 


MERCHANDISING AIDS 


Polly Clips 
for Price Tickets — Adjustable 
—Tilt at any angle. 


Recorder Stock Record 
Tickets 


for shoe cartons. Cyclone clips 
included: 


Bs Dewyedvaiencavs $1.25 
____ aa etiiee hoes $2.25 
Polly Shoe Holder 


To display arch, branded, and 
fibre-sole shoes. Always re- 
mains in upright position. 
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FEATURE POINTERS 


precisely point out in-built values. These 
ARROWS are obtainable in two combina- 
tions: corn with green border, or buff with 
green border. Choice of forty selling phrases, 
or blanks. 


12 dozen (printed or blank)... ... $2.00 
g. * 5 =, ee CAs 1.10 
e 4 . tilts, NEMO nene 0.25 


SPECIAL: 


Combination of one gross Polly 
Clips and one gross Arrows, 
$5.00. 


ANNUAL DISPLAY CARD 
SERVICE INCLUDES 


EXCLUSIVE FRANCHISE with annual card service to one merchant in an 
average size town, suburb or city shopping center. 


STORE WINDOW BULLETIN supplies merchandising and display suggestions 
each month. 


SPECIAL CARDS, with wording as wanted. 


EXCHANGE OF CARDS: Annual card service subscribers may exchange any 
cards received for others of the current month, whose text better covers 
their merchandising program. 


PRICE TICKETS: Blank tickets, harmonizing with the current month's cards, 
supplied free. : 


IMPRINTED PRICE TICKETS with prices as wanted, to assure well blended 
trim, are 35¢ per fifty, additional. 














@ERVICE | MONTHLY | carps | HoLDERs | {AEANK, 
Ne. | $5.00 12 6 oo 
Ne. 2 4.00 8 uy 100 
Ne. 3 3.00 6 2 80 
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X-3 “N”: Light brown 
orange and dark 


Christmas designs . . . X-1 and X-2—red and green design on heawht 


white background. X-3—black, red, and gold on white ,back- 
ground. Black prices. 


Size: I'/2” x 23¥g”—Prices on opposite page. 
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(Cross out 


SERVICE 


CARD 


SHOW 


lines not carried.) We wish IMPRINTED TICKETS @ 35¢ per fifty, in following 


We sell Men’s, Women’s, Children’s Shoes and Women’s Hosiery. 
quantities and denominations: 


ANNUAL 
- per year, payable 


For this service we will pay 


FOR 


MERCHANTS 


For 


- per month. 





cash in advance, full year’s 


service, 5% discount. Checks 
from foreign subscribers 


must be drawn on U. S. 
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banks, or include exchange. 
If for any unforeseen reason 
we wish to discontinue ser- 
vice before expiration of or- 
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der, we agree to pay $1.00 
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Please enter our order for 
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per fifty, additional. 
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SALESMAN WANTED 


LINE WANTED 


POSITION WANTED 





HAVE openings now for three high grade sales- 
men to sell popular priced In-Stock line 
Women’s Novelty Footwear in Southern Cali- 
fornia, Georgia and Florida. Qualifications must 
include road selling experience and a desire to 
make real money. Address F-563, care Boot & 
Shoe, Recorder, 1627 Locust St., St. Louis, Mo. 





TWO SALESMEN 


Large New York wholcsaler with one 
of the country’s leading lines of in- 
stock shoes and sandals wants two 
salesmen in territories listed below to 
round out the sales force. 
1.—Ala.—Miss.—La. 
2.—Eastern Penn. 
Only experienced road men with fol- 
lowing in their respective territory to 
supplement our following will be con- 
sidered. Draw. acct. to right man. 
Write full details including age, ex- 
perience, earnings. 
Address F-569, Care 
BOOT & SHOE RECORDER 
238 West 39th Street 





New York, N. Y. 








ALESMEN:—Ohio, Tennessee, Kentucky, 

complete line popular priced Infants’ Misses’, 
Children’s, McKays, Compos, Stitchdowns. Also 
Growing Girls’ and Ladies’ correctives. Large 
eastern wholesalers. Address F-575, care Boot 
& Shoe Recorder, 239 West 39th Street, New 
York N. Y. 





MR. MANUFACTURER 


Two su:cessful salesmen, now employed, desire to 
enter jobbing business in New York. Seek connec- 
tion with a responsible manufacturer to whom large 
volume of business will help solve bis factory produc- 
tion problem. Can make investment. 


Address F568, care BOOT & SHOE RECORDER 
239 West 39th Street, New York, N. Y. 











ANTED Ladies Corrective line $3.00 to 

$5.00 also Sport line $3.00 and $4.00. Have 
established trade in New York and Jersey for 
the past 15 years. Address F-574, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 


ALESNV AN open for women’s or children’s 

line, Eastern Pennsylvania and New Jersey. 
Has established trade and proven record of 
sales. Best references. Address Box F-577, 
care Boot & Shoe Recorder, 56th and Chestnut 
Sts., Philadelphia, Pa. 








FOR SALE 





ALIFORNIA’S most beautiful shoe store. 

Best location in trading area of 400,000. 
Address F-564, care Boot & Shoe Recorder, 239 
West 39th Street, New York City. 








HOE SALESMAN WANTED for Mfrs. 

Line Men’s $3.00 Retail Dress Shoes. For 
Department Stores and volume buyers case lot 
proposition. State references and experience. 
Address F-565, care Boot & Shoe Recorder, 140 
Federal St., Boston, Mass. 





IDDLE west and western territories now 
open for well known line infant’s shoes 
stocked in Chicago. Only one small grip. Ex- 
cellent side-line. Address F-566, care Boot & 
Shoe Recorder, 209 S. State St., Chicago, II. 


ALESMEN tor Iowa, Illinois and Indiana for 

trademarked, popular priced line children’s 
and growing girls’ shoes stocked in Chicago. 
Exclusive or side-line. Address F-567, care 
Boot & Shoe Recorder, 209 S. State St., Chi- 
cago, Il. 








FOR RENT 


ONE HUNDRED per cent location—Sher- 

mode Shoe Store, 812 Nicollet Ave., Min- 
neapolis, Minn. Recently remodeled and fully 
equipped. Available at once. Address Panor 
Shoe Stores, Inc., Des Moines, Iowa. 








TORE—425 Pierce Street, Sioux City, Iowa. 

Suitable for shoes, ready-to-wear, lingerie, 
etc. Newly decorated. Air Conditioned. Very 
reasonable rent. Address Panor Shoe Stores, 
Inc., Des Moines, Iowa. 





BUSINESS OPPORTUNITY 











YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 








MERCHANTS’ NEEDS 

















UYER and Manager for Orthopedic shoes. 
Knowledge of custom work and last mak- 
ing. Will consider out of town. Lewis Lich- 
tenfeld, 1552 53rd Street, Brooklyn, New York. 


SALES MANAGER. Now employed by one 

of the largest manufacturers of shoes in the 
country, seeks new connection. Has __back- 
ground of 20 years’ successful selling and 
nationally established record as a sales produc- 
ing executive. Satisfactory reasons for desir- 
ing change. Age 40. Address F-576, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 








FOR LEASE 


WOMEN’S Shoe Department for lease in 

high-class specialty store for women. Lo- 
cated in one of the best retail towns in the 
country. Fine location on first floor with 
modern fixtures. Must handle high grade shoes 
to retail from $6.50 to $12.50. Address Embry 
& Co., 141-143 East Main, Lexington, Ky. 


MERCHANTS’ NEEDS 











4.00 6 Poy Cup 
poss for Price Tickets 
$2.25 
HALF GROSS 





Tilts at Any Angle 





M. D. Pollinger Co. 
Holland Bidg., St. Louis, Mo. 














WANTED TO PURCHASE 








SHOE STOCKS BOUGHT 


Complete or Part 
Wholesale or Retail 
BARIS SHOE COMPANY, Inc. 


79-81 READE STREET, NEW YORK, N. Y. 
Telephone WORTH 2-5180, 518! 








For Spats and 
P nek onaticnal Buyers of Surplus Stocks 
Also our newest patent from manulestorers. Piobbers 7 I my a aaa 
‘nena sid QUANTITY NO OBJECT 
ae St tS KIRSCH-BLACHER CO., Inc. 
4246 on. Crawterd Ave., 106 Duane St. New York 
Salesmen Wanted. Phone WOrth 2-5377 and 5378 




















CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
mum charge, 75 cents. For all other classified advertisements the rate is 7 cents per om yo i charge, $1.25. 


When a box number is desired twelve words should be added for the address. In all other cases each word of the 


address should be counted. 

The rate for all display classified advertisements i .00 inch with imum 

Classified advertising is payable in advance. BLcuatis IES aaa mapieers | 
= Advertisements for this page must be in our New York office on Friday of the week preceding publication. “G9 
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WANTED TO PURCHASE 








WE BUY 
ative or Png - Wholesale and Retail 
itocks. ded Shoes such as 
Malbteae Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Stetson, Red Cross, Nunn Bush, Etc. 
IRVIN RUBIN 
“The House of Jobs” 
89 Reade St., Cor. Church 
Phone Barclay 7-7887 New York City 

















Philadelphia Retailers 
Discuss Publicity Plans 


PHILADEPHIA, Pa. — Following its 
plan of holding frequent get-togethers 
for the purpose of general discussion, 
the Philadelphia Shoe Merchants Guild 
met at luncheon at the Hotel Adelphia 
on Monday last. 

The membership was very well rep- 
resented, and the publicity activities 
of the Guild in presenting itself to 
the Philadelphia public by a series of 
general advertisements, one of which 
appeared in a recent issue of the Re- 
corder were discussed. It was the gen- 
eral opinion of all present that the 
promotion proved itself well worth 
while, and that the identity of members 
as associated with the Guild should be 
referred to in all of their individual 
advertisements by at least a reference 
such as “Members of The Philadelphia 
Shoe Merchants Guild,” or a similar 
phrase. 

The publicity committee, of which 
A. H. Geuting is chairman, was au- 
thorized to act in deciding upon the 
design and making available to the 
membership a sign suitable for use in 
the show window also identifying the 
store as a Guild member. 

There was general discussion of the 
present business situation as a whole, 
but no necessity was found for any 
modification of Guild policies. 

Messrs. W. R. Parrott of the Shoe 
Fashion Guild, whose office is in New 
York, and Lee Langston, of the Na- 
tional Shoe Retailers Association, were 
guests at the meeting and both talked 
briefly upon topics of interest to the 
membership. Mr. Parrott referred to 
the recent Guild show at the Biltmore 
in New York, and Mr. Langston in 
commendation of the objectives of the 
Philadelphia organization as an ideal 
toward which other retail groups in 
other communities and states would be 
encouraged to proceed. 


CCC Awards Large Shoe 
Lace Contracts 


Boston, Mass.—The Civilian Con- 
servation Corps is going to be supplied 
with plenty of extra shoe laces this 
Winter. Contracts to make 675,000 
pairs of brown cotton laces of the type 
used in the army service shoes have 
been awarded by the Boston Quarter- 
master Corps at prices ranging from 
$0.167 per pair to $0.173. 


1937 


Samuel Frank 


New YorkK—Samuel Frank, presi- 
dent of Frank Brothers Footwear, Inc., 
long established shoe store with head- 
quarters in New York and branch 
stores in Chicago, Pittsburgh and 
many other cities, died suddenly on 
Tuesday, November 16, at the Hotel 
Warwick, this city. Mr. Frank was 
in comparatively good health up to the 
time of his death. 

Mr. Frank, a bachelor, had his home 
at Croton-on-Hudson, N. Y., and main- 
tained a New York apartment at the 
Hotel Warwick. From a modest busi- 
ness established by Mr. Frank’s father, 
Samuel Frank and his brothers, Wil- 
liam and Gustav, developed the busi- 
ress into one of the finest shoe stores 
in the country. Through this early 
period, Samuel Frank was the guiding 
genius of the business, and it was he 
who proposed and carried through the 
establishment of the first shoe store 
on Fifth ‘Avenue, around the turn of 
the century. To this store came the 
“400” of the time, attracted by the 
individual styling of Frank Brothers 
shoes. Years later, envisioning the 
trend of the quality stores to upper 
Fifth Avenue, he built at 588 Fifth 
Avenue, an eight-story building com- 
pletely devoted to the sale of Frank 
Brothers shoes where the New York 
business now functions. 

He was a member of the Metropolis 
Country Club, The City Athletic Club, 
and of the Mt. Neboh Lodge, Number 
257, of Free and Accepted Masons. He 
was a member of the Board of Gov- 
ernors of the Hospital for Deformities 
and Joint Diseases and a contributor 
to numerous charitable and philan- 
thropic organizations. 

He is survived by his three sisters, 
Mrs. Emma Sonn, Mrs. Maud Salomon 
and Mrs. Rose Simon, and his two 
brothers, William C. Frank and Gustav 
Frank. 

Funeral services were held on Thurs- 
day, November 18, at 10.00 A. M. at 
the Universal Funeral Chapel, 597 
Lexington Avenue, New York City, and 
interment was at Union Fields Cem- 
etery. 


Colonial Covers the World 


Boston, Mass. — The Colonial Tan- 
ning Company claims a very unique 
and unusual coverage by their sales 
force feeling that they are practically 
in touch with every buyer of patent 
leather in the entire world at one time. 

With Archie Kaplan covering the en- 
tire of Europe; Joseph Kaplan visiting 
every shoe manufacturing plant in this 
country; Lloyd Liebman, of Liebman & 
Cumming, covering Manila and the en- 
tire Far East; with Herbert Cook down 
in South Africa and adjoining coun- 
tries, and with Max Levine just re- 
cently returned from a trip as far down 
as Venezuela, going through all the 
West Indies and surrounding territory, 
this represents about the most complete 
coverage of territories, all in one time 
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MERCHANTS’ NEEDS 


= [ysis 
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Get acquainted with the 
new miracle fabric. An 
ideal display material that 
can be sewn, tacked and 
pleated. Made of rubber 
composition. 


MATEX 
PLIOFILM* 


Clear @ Opaque @ Printed 








Write for 
Samples 


o* 


Novelty Silks 
lewel Cloth 
peony Papers 


Snow Cloth 
Chrometalfiex 
Moulding and 
Xmas Novelties 





eonqneees 
| 


N.Y. - - + + + + 130 W. 46TH ST. 
CHIC.—6 E. Lake St. ST. LOUIS—De Soto Hotel 





*Trade Mark Reg. Goodyear Tire & Rubber Co. 





than is believed usually done as a regu- 
lar course of business. 

The company reports that business 
is unusually slow for this time of the 
year but is very optimistic about the 
demand for patent in the coming Spring 
season. Their production is now be- 
tween 22,000 and 24,000 sides per week, 
and it is expected that as soon as busi- 
ness picks up slightly production will be 
up to approximately 30,000 sides per 
week. 


Fortune Shoes to Go 


on the Air 


NASHVILLE, TENN.—A coast-to-coast 
radio campaign, advertising Fortune 
Shoes, will be launched in the Spring, 
members of the Richland-Davidson 
sales force of the General Shoe Corpo- 
ration were advised in a recent con- 
vention at the home offices of the cor- 
poration in Nashville. 

The Fortune radio campaign, to be 
known as “Famous Fortunes,” will con- 
tinue for 13 weeks and will be a series 
of dramatic presentations on the lives 
of famous men who made their “for- 
tunes,” including Commodore Vander- 
bilt, John D. Rockefeller, Andrew 
Mellon, F. W. Woolworth and others. 

The campaign was presented as a 
complete surprise to the sales force at 
the convention. A huge box, wrapped 
with Christmas trimmings and labeled 
“Fortune’s Surprise Package for 1938” 
contained a loud speaker through which 
an audition of the radio show was pre- 
sented in the convention room at a 
Nashville hotel. 

Announcement of the program by 
Charles W. Cook, advertising manager 
of the corporation, and J. L. Badger of 
Badger, Browning and Hersey, New 
York agency handling the Fortune ac- 
count, was greeted with enthusiasm by 
the sales force. 
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Adventures in Shoe 
Shopping 


[CONTINUED FROM PAGE 58] 


‘sub-deb’ trade, who care more about 
snappy style than anything else. We 
try to make our window displays edu- 
cational, with charts and pamphlets, 
and to dramatize corrective work as 
much as possible. 

“The success of the corrective shoe 
man depends very largely on building 
up a good mail order business. We get 
many new customers from among the 
Summer people at the beaches, and we 
keep a careful record of their size, last, 
height of heel, and degrees of weak- 
ness. Then when the Summer people 
go home again, they write us for shoes. 
We make shipments all over the United 
States, and even as far away as Burma, 
India.” 

Mrs. Gertrude Bradford of the Chil- 
dren’s Bootery concentrates on the 
younger generation, particularly those 
of pre-school age. Her shop is only 
12 by 18 feet, with a tiny room at the 
side for records and wrapping. 

She has been in business since Febru- 
ary. Comparatively little capital is 
needed to start a children’s shoe store, 
she says. Sales are quick and turn- 
over fast, because mothers ordinarily 
do not worry much about the style of 
their children’s shoes. They buy stand- 
ard models, and buy them quickly. 
Santa Ana has other good shoe 
stores, but these are characteristic. If 
T lived there, I’d probably patronize 
Newcombe’s, or Peterson’s—because I 
like smart shoes. If my feet hurt, I’d 
head for Rice’s. If I had to watch the 
pennies, Sebastian’s would be my store, 
and for children’s shoes, I’d try the 
Bootery. 

In fact, I could be sure that there 
was a shoe store which specialized in 
just my kind of customer! 


Give the Men Their 
Place to Shop 


[CONTINUED FROM PAGE 82] 





ciled genesero wood from Guatemala. 
The planks of the floor are set down 
with wooden pegs. The seats were 
especially designed for simplicity and 
comfort and to accord with the den- 
like atmosphere of the department. 
The beautiful mural, which is attract- 
ing attention from far and wide and 
earning praise from lovers of the arts, 
was executed by a San Francisco artist, 
J. Frank Porter. It contains 45 differ- 
ent kinds of wood, which were brought 
here from all parts of the world. No 
paint or varnish was used but the woods 
were oxidized to bring out their natu- 
ral colors. The effect is one of incom- 
parable warmth and richness. 

G. F. Thorn, coast manager, says 
that visitors to San Francisco are 
making this mural and, in fact, the 
entire department, a point of interest. 
“Since May 1 when the department was 
changed we have seen a 25 per cent 
increase in business.” 
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# Buying Cui 


BOOTS AND SHOES 


ABBOTT BROS. SHOE CO., Haverhill, Mass................... ccc cccccceccceeuees 54 
BROOKS SHOE MFG. CO., Philadelphia, Pa...........0 0. ce ccc cece cee eeeeeee 56 
CAMBRIDGE RUBBER CO., Cambridge, Mass................00.00c0eceeuee Back Cover 
CLAPP, EDWIN, & SONS, INC., E. Weymouth, Mass..................0.2.00..0.. 5 
CONNELL, J. M., SHOE CO., S. Braintree, Mass..... 0.0.0.0... cece cece ceccueeees 58 
CONNOLLY SHOE CO., Stillwater, Minn.. 0.0.0.0... ccc cece cece ccc cee eens 47 
DANVERS SHOE CO., Newburyport, Mass.. o fis beens Fee 
DICKERSON, THE WALKER T., CO., Colembos, 0. PEO ar PS b, Bey pen eetee oe 4\ 
GLARE. Sa re es Rocneeter, NY... 6. nol re i eR 58 
ENDICOTT-JOHNSON CORP., Endicott, N. Y.. a bckza's vivre 10d Vee: act nace 4,5 
FREEMAN SHOE CORP., Beloit, Wis.. een ahe eek ake ee an 
GOODRICH, B. F.. COMPANY, Waterlown, Mass.. = Oi ge acting see alse 
GREAT EASTERN SHOE CO., Boston, Mass..............00.00000 cu eeusueeuuees 54 
GREEN, DANIEL, CO., Dolgeville, N. Y.. eta ei ee 
HINE & LYNCH SHOE CO., INC., New York City... Se eae wt ke ok ue oleae a eee 
JARMAN SHOE COMPANY, Nashville, POMS os Ei BOR RS 30, 3! 
MANFIELD & SONS, Philadelphia, Pa...... 0... ccc cece eee eeeeeeeeaee 57 
MISHAWAKA RUBBER & WOOLEN MFG. CO., Mishawaka, Ind................... WW 
MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass..............0. 0 ccc cceceeeee 54 
PUATIITS, RITTER Vas COCEON, PHOSE Sia ccc eldee seabed wo cauccutonnssdeu tees 56 
ee I NIN. PINRO oe oo co os eide o icbieie cba DoS bc ds Dene 58 
RACINE SHOE MFG. CO., Racine, Wis............. 0. ccc ec ccc eee eeeee 14 
ROBERTS, JOHNSON & RAND, St. Louis, Mo.. 2.0.00... 000 ccc cece ee eee 38, 39 
SCHWARTZ & HERDER, Philadelphia, Pa..............00 00.0 ccc cece eee eee es 56 
LEATHER AND OTHER MATERIALS 
AMER, WILLIAM, COMPANY, Philadelphia, Pa..................... 000 ee eee 3rd Cover 
ALLARD MIB Cia Masten. ad Maw TOR. 65 icin ccc ccc cincccccccccccccstcdeesous 53 
COLONIAL TANNING Cco., Boston, Mass. ee eee eee eee eee eee eeeeeeseeeeeeeeeeeeeeeee & 
DEWEY & ALMY CHEMICAL CO., Cambridge, Mass..................0005. Front Cover 
EVANS, SOs & Gn Camden, HM. Joi ci cicer ge 8,9 
HOOD RUBBER CO. "Arrabuk'’, Watertown, Mass...........00. cece ceeeceeeceee 34, 35 
Vis ba ees es POO FONE GY. 058 iad lead sea eels 2, 3 
NORTHWESTERN LEATHER CO. TRUST, Boston, Mass..............-.ccce cee eee es 33 
CD Re a I Or cia hoec Sac eee ck des ceeevatecand coe nddvesie 29 
SLATTERY BROS, TANNING CO., Boston, Mass.............0 0: cece eee ee eee cence 56 
SURPASS LEATHER CO., Philadelphia, Pa........... 0.0 cece cece eee nee eens 43 
TAYLOR, THOMAS. & SONS, Hudson, Mass..... 0.0.2.0... ccc cee cece eee eens 13 


MACHINERY, LASTS, MFRS.' SUPPLIES, DRESSINGS, ETC. 


COMPO SHOE MACHINERY CORP., Boston, Mass..............0. ccs eee ees ! 
LITTLEWAY PROGESS CO... Boston, Mass... 2... ccc ccc ce ene ceetone 10 
SIGNAL CHEANGAL GO.. Boston, Mass... .. 0. occ cece cece eee ceace 58 
UNITED LAST COMPANY, Boston, Mass...........0.00 000 e cece e eee eeees 36 
UNITED SHOE MACHINERY CORP., Boston, Mass..............0. 00 0e cece eeeee 45, 48 


STORE EQUIPMENT AND ACCESSORIES 





ADRIAN X-RAY SHOE FITTER, Milwaukee, Wis........... 2.006 cee cee eee eee 55 
MAHARAM FABRICS CORP., New York City........... 0 ccc cee cece ee eee eee eeeee 63 
MANOLIS MANUFACTURING CO., Chicago, Ill........ 00. c ee ccc cece eee eee eee 62 
POUND Ow St Louls, Mo... oii cs cece ceca teccctecceeseucwduws 62 
Re I EN UI. WE Vacs 5c buco bcos euk coud deevewes 340 sou ebsitwe@akayeee 46 
MISCELLANEOUS 
BARIS SHOE COMPANY, New York City... ... 0.0.6.0... 00 ccc cee ccc eee eee eens 62 
COMMERCIAL FACTORS CORP., New York City............. 0000 c cece eee 57 
ED Ee Pere ey eRe etre ore TER CE Cr 63 
KIRSCH-BLACHER CO., INC., New York City. ........0.0 000 0c ce cece eee teens 62 
REPUBLIC BUILDING, Chicago, Il... 0... ce cece ener e cee teeetcndeeue 12 
STEPHENSON LABORATORY, Boston, Mass...........6..00 0 ccc e eee eects eetees 62 

























You bet itis! 


These amazing new CONFORMAL Shoes provide an absolutely 


exact individual fit for the special requirements of the sole of 








each different foot... permanently shaped by the foot itself in 
just five minutes! And get this... CONFORMAL'’S sensational 


Plastic Insole automatically rises up under the arches, giving 








eX -1at-Xel a ol -1aXol alo] IP 4-Yo MEU] 0) ool a Mal -4-1mm o1-34018-Mm oot] 0) (-FEmD [o) 
guesswork, no gadgets. That’s why CONFORMAL S are 
the finest, most logical corrective shoes ever built, as well 


oR Maa dale Zola lo Malek imelolistiolace]e)(-3 islet: ielmalelaiile] hi-t-32 










THE ELECTRO 
CONFORMER 
softens Conformal’s 
Plastic Insole, ready 
to be moulded by 
the foot. 





Can you visualize the tremendous profit possibilities 
with this revolutionary, smartly-styled shoe in your 
fold-Wamohac-Valalomaal-Yalmolalo mi Ze) il-1ale dale] MaloMeh ial -¥a shoe 
n America can offer @ 

oUIiaslit-xeMal0lsa) oX-1eoh ah dgolalelaltt-¥ Mol a-Malohy mel ol-1am coke [-tol (1a 
able to retail shoes at $8.50 to $10.50. Write or wire 


today for complete information...address: Conformal 









INJUSTA | 
FEW STEPS | 


Footwear Company, Division of shecuktomer'< tock 





International Shoe Company, performs the final step 
1509 Washington Ave., Saint Louis in Conformal’s manu- 
facture. 
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BACKED BY THE RESOURCES OF THE WORLD’S LARGEST SHOE COMPANY 
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OO ALL Ay 


PATENT LEATHER 


With color the keynote of smart shoe styling 
this season you'll want to be ready with the 
right red. Here it is: Flame (No. 101) and it’s 
an outstanding shade even in Colonial’s rain- 
bow range of more than thirty colors. It’s the 
kind of color a designer loves to get his hands on — rich, full-toned, bril- 
liantly high-lighted. Colonial Flame Patent makes up beautifully, too, and 
judging from its popularity this past year it should be an outstanding seller 
all over the United States in 1938. Let us send you a Colonial swatch book 
and you'll see why. ... Please address your request to Department R. 


COLONIAL TANNING COMPANY, 207 SOUTH STREET, BOSTON, MASS. 
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A ashore that’s going ashore! The last 


visitor scrambles down the gang-plank. 


Soon shipboard activities will begin—deck 
tennis, shuffleboard, golf and those ‘‘ten laps 
around the promenade deck before going in’’ 
Most travelers are active people. They keep 
going—keep demanding great performance from 
their shoes. But travel has taught them to 
know value when they get it. They'll come 
back for another pair when their shoes stay 
trim and smooth. Spaulding Counters will 


bring them back because Spaulding Counters 


ey a a 
ry ahh 
uu LLtkh 


et et a ei tli ed 


have resilient long-fibre hemp and flax to make 
shoes hold their shape and stay smooth. 
Spaulding Counters give better fit because 
they’re formed on steel lasts that are exact 
duplicates of those on which the shoes 
are made. Make your customers come back 


for another pair. 


PAULDING 


Counters 


“Made i North Rochester, N. H. 


NO OTHER PART OF THE SHOE MEANS SO MUCH ...AND COSTS SO LITTLE 


Vol. CXII, No. 13, 
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GEE WOM! 


Lookdt thoss swell boot’ 
| / a 


4 
ee ° 





THERE'S AN 
ENDICOTT JOHNSON 
}) / 17 
{ 70 {Ct 


ENDICOTT JOHNSON 
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586—Boys’ Black Elk, 13 Inch, 
Nailed, Oak Middlesole, Oak Outsole, 
Rubber Heel. Sizes 1/6...... $2.65 






















579—Boys’ Black Elk, 14 Inch, 
‘ es bs Nailed, Grain Insole, Oak Middlesole, 
Show us a single red-blooded kid in the whole United No-Mark Quality Outsole, Rubber 
‘ s 4 Heel. Sizes 1/6 ...........2-- $2.75 
States who wouldn’t give his soul right now for a pair 
580—Boys’ Black Elk, 11 Inch, 
Nailed, Knife Pocket (no knife), No- 
Mark Quality Composition Sole, Rub- 
ber Heel. Sizes 1/6........... $2.10 


of Endicott Johnson Hi-Cuts. 


We make the kind of shoes boys want... right down 
° ‘ ‘ 5801%4—Same in Little Men’s. Sizes 
to the little jack-knife pocket. Shoes of good, sturdy Piece aientts apc" $1.90 
leathers. Shoes with scuff-proof soles. Shoes with 571—Boys’ Black Wax, 11 Inch, 
Nailed, Diamond Welt, Composition 
Sole and Heel. Sizes 1/6 ....$1.72% 


5711%4—Same in Little Men’s. Sizes 
QIIGIE cv dciciccecveseceouee $1.52% 


574—Same in Oak Soles ....... $2.15 


heavy reinforcing at points of greatest wear. Some 
types with storm-welt weather-proofing. GOOD 


leather . . . at a price that every mother can afford 


to pay. 


5741%4—Same in Little Men’s. Sizes 
GFIGNE i 6c ccccidccucecvcceoues $1.95 


Dollar for dollar, no retailer can offer his customers a 575—Youths’ Cherry Elk, 8 Inch 
Stitchdown, Double Sole, Sure Wear 


better value than Endicott Johnson boys’ Hi-Cuts. Ob Canin Bebe Sed Se 


Put them in your windows... NOW ... and watch IORRLAN SS 9d WA FENO STORES aia 
: . 575%4—Same in Little Men’s. Sizes 
the kids drag their parents to your door and say, “Gee, WII ss cctnsesciasenuanes $1.57% 


2 99 
Mom. Lookit the swell boots! 577—Youths’ Black Elk, 9 Inch, 
Stitchdown, Double Sole, No-Mark 


Quality Outsole, Rubber Heel. Sizes 

















UID ce cacdccavvtwoecceceene tec $1.60 
577%4—Same in Little Men’s. Sizes 
GEM a coccdcccecccuiexaeess $1.45 





All Styles Shown 
Are Available for 
Instant Shipment 
FROM STOCK 
Immediately on 
Receipt of Orders! 











Prices subject 
to change 
without 
notice. 















ENDICOTT, N. Y. ¢ ST. LOUIS, MO. ¢ NEW YORK CITY 















The independent — 
aetailer makes 
a hettes profit with 







SHOE /or BOYS 





Why? Thirty-seven years of boys’ shoemaking experience went into plan- 
ning this line of boys’ $3 retailers. The object—to give the independent 
retailer a line so balanced in every respect that he need have no fear of 
competition—can build a stable repeat business on customer satisfaction. 







Lincoln styling speaks for itself. Inspiration is drawn from authoritative 
sources—only the live numbers go into stock. The exceptional fitting 
properties of Lincoln lasts result from our long time interest and study. 








In boys’ shoes, style may make the sale—but only wear will make a repeat sale. 
In Lincolns the best possible materials for the grade are used—and they are : 
balanced. For instance, active boys give soles tremendous wear—so we use 
chrome tanned soles throughout. Government tests affirm our experience that 
chrome tanned leather is longest wearing. Other details include one-piece leather 
innersoles, guaranteed counters, leather quarter linings. 









In workmanship and finish, Lincoln Shoes clearly show the results of the best 
New England craftsmanship. 





Reliable, fast stock service is a point of extreme importance. The Lincoln stock 
department is geared and governed to handle your orders promptly. Stock 
sizes—1 to 6—B, C and D widths—15 styles. The independent retailer looking 
for a better boys’ business should write, without delay, to. . 













HARRISON SHOE CO. 
EVERETT, MASS. 


NX RETAILING 







When you find a 
boys’ line that has 
everything you want 






















STYLING 
WEAR $ ‘exe 
FIT | — 
FAST STOCK 
SERVICE IS STYLES 
IN-STOCK 









that’s the line you 
want! 


IT’S LINCOLN 








“The LEADER” 
No. B 331X 
Black Bal Oxf. 
Chrome leather sole. 
Leather heel. Medal- 
lion tip. 
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You'd expect Santa Claus to like the Red Ball because its color re- 
minds him of Christmas. You’d expect him, too, to approve of the good 
will Ball-Band enjoys and the good health that protective winter foot- 
wear imparts. Make this Christmas a healthy one for your customers, 
both young and old, by suggesting and selling Ball-Band. Make it a 
profitable one for yourself by selling the footwear that keeps the cash 
register ringing merrily. Millions are seeing Ball-Band advertising that 
ree meses nn a ee displays the bright Red Ball. Get your share of good will and profits 

by displaying Ball-Band in your windows and store. Be sure you hav - 
a copy of the new catalog. 


MISHAWAKA RUBBER & WOOLEN MFG. CO. 
280 Water Street, Mishawaka, Indiana 


BALL-BAND 


















Leather Top Rubbers for dad. Youngsters love these rubber boots. 


Gaiters for mother and big sister. Gaiters to thrill little sister. 
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UAC 
SOFT BOX TOE 
AND COUNTER 
MATERIAL 


For Shoes in which special 













flexibility of Toe and Counter 





is desired 






This material gives extra pliability to 





the heel and toe portions of shoes. 







The use of this material in children’s 






shoes is the logical means of secur- 






ing desired strength with more than 






ordinary flexibility at toe and heel. 


Shoes made this way will appeal to 






parents for young and active feet. 






UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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MAROVA 
One-Eyelet 
Gypsy 


BLENDA 


Three-Eyelet 
Tie 


Sued 


eg 


(Patent Protected) FEATU qe: 
QUALITIES - TO RE A 


— for designs that radiaté the influpnce of highest 


Ten million feet say, “Thank you Mt Ta 
style authority, features fe give fitting qualities 


no other shoe can offer, pricing that makes Tarsal 
Treds unique in value. | \ 


Now, to these proven features, we are adding the 
tremendous selling force‘of national advertising — 
consistent, dominating ‘space in_ Ladies’ Home 
Journal and Woman’s Ho 6m panion, reaching 
6,000,000 homes — to bring igger volume AT 
THE FULL MARK-UP — to igure Tarsal Tred 


dealers against the hazards ‘of ordinary retailing. 


Ask your Godman salesmani r full details. Ask 
him to show you the patented arsal Tred features 
which cannot he duplicated-gegardless of price — 
visible features which can be convincingly demon- 
strated to women from the fitting stool — proven 
features which have already gained and held a 
million customers a year. THE H. C. GODMAN 
COMPANY, Columbus, Ohio. 


Sarsat Died Shoes. 
10 MILLION FEET SAY ''THANK YOU" 


MADE BY 3 METHODS: 

Sbicca-Delmac in light weight, highly flexible fash- 
ion numbers, Littleway-Lockstitch in medium weight 
stylish staples; Goodyear Welt in service types. 





STORM-ETTE 
Misses and Children—Karacol trim— STORM-ETTE (Below) 


White. (Patented) Rubber surface—Karacol trim— 
Black and Brown. (Patented) 


STORM-ETTE 


Wool Jersey—Karacol 
trim. (Patented) 


KARACOL and FUR TRIM 
STYLES 


are selling NOW, 
and paying Cambridge 
dealers early season 
profits?! 


The Cambridge line covers every time-tried 
staple .. . plus the new, smart styling you 
must have for extra sales. And it’s those 
extra sales that ring up the real profit on 
your gaiter business. 


Dealers count on Cambridge for exclusive, 
original, fast-selling gaiters . . . always get 
them . . . always sell them. 


CAMBRIDGE 


RUBBER CO., CAMBRIDGE, MASS. 
BOSTON—NEW YORK—CHICAGO—ST. PAUL 
CAMBRIDGE RUBBER LTD. 

MONTREAL, P. @. . . . ST. REMI, P. Q. 


WRITE OR WIRE 
NEAREST BRANCH 
TODAY 


MOTOR BOOT and COACH BOOT 


Velvet—fur trimed—Black, 
Brown and Gray. 






















CAMBRIDGE 


manufactures and distributes a com- 

plete line of rubber footwear—light 

weight and heavy duty—rubbers— 
aiters—work rubbers—pacs—and 
ots. 





Become a Cambridge 
dealer — be recog- 
nized in your com- 
munity as headquar- 
ters for the smartest 
styles in rubber foot- 
wear — avoid close 
competition— make 
a better profit. 


@) 


¢ 
© Rupee 


TRACE MARK 


Misses and children—Karacol trim— 
Brown and Black. (Patented) 


STORM-ETTE 


Rubber surface—Karacol trim—White. 
(Patented) 


AUTO-ETTE 


Rubber surface—Karacol trim—Black 
and Brown. (Patented) 






SPIRAL BOOT 


Velvet—fur trimmed—Black 
and Brown. 

















°346 RIALTO SHOE STORF «sae 





EADLINE news? It certainly is! 
















investment that will pay big divi- 


For what store owner wouldn’t dends in increasing profits. When 


consider it news when, by a single 
action, he can boost his sales, widen 
his trading area, and get bigger 
profits? 

A new Pittco Front will do all these 
things—and more! With its promise 
of fair price, courteous service, and 
quality merchandise, it commands 
the attention of buyers. They natur- 
ally shop at stores with good-looking 
fronts. And that is why a Pittco Front 
is a sound investment for you .. . an 


you remodel your store with a new 
Pittco Front, consult an architect to 
assure a well-planned, economical 
job. Our staff of experts will gladly 
cooperate with him in planning a 
Pittco Front to suit your needs. Mean- 
while, send the coupon for our book- 
let giving complete details. 

Be sure to see the Pittco Store Front 
Caravan, now on a nation-wide tour. 
Contact our local branch for specific 
information as to when this interest- 


PITTSBURGH. 


PLATE GLASS COMPANY 
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Remodeling with 
a new Pittco Front 
changed the entire 
appearance of this 
shoe store in De- 
troit, Michigan; 
made it stand out 
from its competi- 
tion, draw more 
customers and in- 
crease profits. 


¥ 


























ing display will visit your territory. 
PITTSBURGH TIME PAYMENT PLAN 


Take up to 2 years to pay for your 
new Pittco Front. Pay 20% down, 
then settle the balance out of income. 


ITTCO 


ou psig 


: Pittsburgh Plate Glass Company 











: 2253 Grant Bldg., Pittsburgh, Pa : 
H Please send me, without obligation, your new ; 
: book entitled “Producing Bigger Profits with ; 
: Pittco Store Fronts.” ; 
: Name : 
: Street 





ee 





